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in the spotlight, reflecting style, value and satisfaction. The four 
smooth numbers presented here cover the popular price range, and 
issue from the complete line in our new Fall catalog, available on 
N0-258 request. Investigate and install Teeple Footwear, and profit in the 
consistent repurchases of, "The Man Who Wears The Best." 


From the Teeple Flex-Line 


Style Ne. * “orn Style No. 262 — The 

. 0 GOTHAM. Ohio Black 

“Jack Jetta” Calf. saek Jetta” Calf. 

nd 6 to ‘ Stocked A, 8 te ti. B, 

* 4 $3.15 7 to 11. C, 6 to 12. ’ 
Calf 


6 to 11. Price.... $3.10 
<r 8 868SHOE COMPANY 


e D; . A, 7 te 12. B, C and D, 
Price $3.15 6 te 12. Price .... $3.10 
8 


Brown. Sewn Galt wAUPUN, WIS 





When writing advertisers please mention Boot and Shoe Recorder 





SEPTEMBER 28, 1935 


oot and Shoe Keoc 


VOICE or THE TRADE 


TRIANGLES are troublesome in 
human life as well as store life. 
The family spirit that exists be- 
tween merchants and employees in 
many of the stores of New York is 
now subject to outside interference. 
In an attempt to unionize the em- 
ployees of some of the stores, 
picketing interferes with business 





and with the continuance of the 
friendship between merchant and 
shoe fitter. Three stores that were 
picketed by union men during the 
week-end report that not one sales- 
man has walked out and that every 
picket was a stranger to the store’s 
payroll, 

In other cities, stench bomb and 
window smashing attended the 
picketing practice. Perhaps the 
most unusual phase was putting the 
pressure on the merchant to em- 
ploy outside unionized window- 
washers even though the store might 
employ a window dresser whose 
natural duty it was to keep the win- 
dow in perfect cleanliness, to in- 
crease the eye-appeal of his display. 

Perhaps all these things are in- 
dications of better times ahead for 
it is said that only when the busi- 
ness outlook improves does labor 


trouble begin. Merchants, in the 
main, are ready to talk with em- 
ployees on wages and living con- 
ditions and to explain the situation 
in the light of today’s conditions; 
but when outsiders step into the 
picture, troubles begin. 


* * * 


T.D. BELFIELD, of W. H. Steiger- 
walt, Philadelphia, Pa., says: 

“There is a splendid opportunity 
for retailers everywhere to do some- 
thing of extreme importance, benefit 
and service to the proper and profit- 
able distribution of shoes and that 
is stressing the suggestion that un- 
timely and profitless sales be elimi- 
nated by the retailers and that a 
code be adopted in every city simi- 
lar to the one accepted by the stores 
of New York as a plan ‘to restrict 
mark-down sales during the regu- 
lar shoe selling season.’ 


“If a considerable portion of the 
retailers in larger cities would agree 
to such a code, I am positive that 
it would react greatly to our benefit 


and be the end of a most disturbing . 


and ever present irritant in the con- 
duct of our business, and I suggest 
that the Boot anp SHoE REcorDER 
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slress just as much as possible and 
us often as possible this well worth- 


while idea.” 


G OVERNOR H. STYLES 
BRIDGES, of New Hampshire, was 
presented with a pair of golden 
shoes symbolic of the Fifty Mil- 
lionth Pair, produced by J. F. 
McElwain Co. for Thom McAn. At 
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the big party at Nashua and Cano- 
bie Lake, N. H., more than 5000 
persons, representing the 3800 
workers of the nine J. F. McElwain 
factories and the members of their 
immediate families, celebrated. 
Senator David I. Walsh, of Mass.. 
and David Ovens, president of the 
National Retail Dry Goods Asso- 
ciation, were the high-liners. The 
party was given by Ward Melville. 
president of the Melville Shoe Cor- 
poration. The Governor of the state 
said: “This group of workers re- 
ceives the highest average weekly 
wage in the entire shoe industry. 
No friction has ever developed be- 
tween employer and employee and 
production has been maintained at 
a high level through the depres- 


sion.” 








U. s. QUARTERMASTER at Bos- 
ton asks bids by October 10, for 
making 92,500 pairs of service 
shoes, 92,500 pairs of garrison 
shoes and 10,000 pairs of boots for 
the U. S. Army. 


* * * 


MILTON and Louis Bendheim 
celebrate on September 29th their 
Silver Jubilee, in Wilmington, Del. 

For twenty-five years the brothers 
have been a perfect business team, 
Milton qualifying in style and mer- 
chandising, while Louis managed 
the financial end. A record of 
twenty-five years in the merchandis- 
ing end of high grade footwear un- 
der the name of Bendheim parallels 
the activity of the brothers in Mid- 
dle Atlantic Shoe Retailers Asso- 
ciation work. 


*% * * 


E UGENE W. SLOAN steps up the 
ladder in government service and 
becomes assistant to the Under- 
secretary of the Treasury, with the 
direct assignment of acquainting 
the public with the merits of the 
United States Savings Bonds—com- 
monly known as “Baby Bonds” 
through the medium of the Federal 
Reserve System, the banks and the 
other financial institutions of the 
nation. 

Mr. Sloan, as chief of the Shoe, 
Leather and Allied Division of the 
Department of Commerce, became 
nationally and internationally 
known for his good works. He may 
be a career man in government 





service but he can never escape the 
spirit of shoes. Both his father and 
uncle devoted their entire lives to 
the shoe manufacturing industry in 
St. Louis. He personally spent ten 
years in the business, starting at 
the bench and working through 
most of the departments of the 
trade. 

The Treasury Department, hav- 
ing need for a man to work in the 
field of distribution of these 











THE OUTLOOK 





Ge 





—wWill business be better this Fall 
and Winter? 

—In my opinion, Yes! 

—Are you encouraged as to the 
general economic outlook? 

—Very much so. 

—Will stringent social legislation 
seriously affect our future wel- 
fare? 

—No—hastily made laws are usually 
of emotional or political signifi- 
cance, and can be modified or 
killed if they prove damaging— 

—Would a new war set us back 
again? 

—Not necessarily so; possible tem- 
porary shock, then a minor war 
boom. 

—Should we prepare for Fall and 
Winter business with caution or 
with enthusiasm? 

—With caution if you don't want to 
get anywhere; with enthusiasm if 
you want to go places and do 
things. 

—Thank you. 

—Don't mention it. 


$F nsit yo 


President. 








Government securities decided that 
Mr. Sloan’s training qualified him 
best for the task. Mr. Sloan says: 
“These Government securities pro- 
vide a unique investment oppor- 
tunity especially for the small in- 
vestor and they are little known or 
understood by the majority of our 
citizens. They are designed to stim- 
ulate among the people great in- 
terest in Government financing, 
debt, taxes and expenditures and 
to encourage the small investor to 
save for the future and receive a 
fair return on his money.” 

Congratulations to him in his 
new opportunity for service. 


* * * 


WW an clouds fall on choc. Mazi- 


time insurance rates on kidskins 
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from India have been slightly in- 
creased. The underwriters are tak- 
ing precautions against interference 
with shipments via the Suez Canal. 
It appears that about two in five 
kidskins tanned in this country 
come from India ports. The total 
import of kidskins is about 50,- 
000,000 and that looks to be about 
enough for making 100,000,000 
pairs of shoes. 

Ethiopia sends us some kid and 
goat skins, but of no great volume 
nor value; the Addis Ababa skins 
being used chiefly for lining stock. 
Her greatest volume goes to 


England. 


* % * 


Boru sides out—A new line of 
country club style shoes here are 
made of reversed calf for the up- 
per, and, also of reversed soles for 
the bottoms. That is, the soles are 
attached flesh side out. 


% * % 


BAREFEET fitting banned in Scot- 
land! Birrell & Sons, shoe manu- 
facturers of Dundee, Scotland, have 
forbidden the fitting of trial shoes 
to barefooted models because the 
perspiration of the feet soiled the 
linings of the shoes that were tried 
onto bare feet. 














Huserr J. POCOCK, D.0., of 
Toronto, a prominent member of 
the Foot Technique Section of the 
Osteopathic Association, says: 
“The shoe merchants of Canada 
have made great progress in estab- 
lishing ‘Doctor contacts’ to make 
the world foot-conscious. We are 
making great progress up here. 
Shoe men have the full cooperation 


of the osteopathic profession and 


I am thoroughly convinced that the 
hope of the successful shoe retailer 
of the future will depend entirely 
on his cooperation and association 
with men interested in the art of 
foot technique and shoe fitting.” 













Wil 
ing 


pu! 
Bl 
hol 
fre 
Du 
ing 
lear 


BOOT AND SHOE RECORDER, September 28, 


FRANK FAY and William Grant 
were shoe clerks together in the 
Almy, Bigelow & Washburn store 
in Salem some years ago and now 
Mr. Fay is manager of sales for 
the Walton Shoe Co., of Chelsea, 
while Mr. Grant is head of the 
\. T. Grant chain of stores. 


* * * 


FIFTH AVENUE’S finest shoe 
show! This week Fifth Avenue is 
putting its best foot foremost in 
window display to capture the atten- 
tion of New Yorkers and visitors 
who come to the world’s greatest 
shopping center for their Fall 
clothes and footwear. “Never be- 
fore” in the words of the window 
shopper, “has the Avenue been so 
fashionable in foot wear.” So we 
put the spotlight on the leading 
displays and present the shoes of 
the Avenue at the height of the 
season. 

Bergdorf-Goodman — Evening sandals 
with matching accessories. Gold and sil- 
ver kid predominating in the higher heel 
heights. Black suede second, in the lower 
heels, not flats, with gold or silver trim. 

The Tailored Woman—Black and ox- 
heart suedes. Reptile and stitched trims. 
Tie and broad strap oxfords are leading. 

Bonwit-Teller—Oxheart suedes exclu- 
sively, with matching accessories. Stitched 
and kid trims. Tie oxfords major in 
display. 

Parisian Bootery —Black and brown 
suedes with patent and reptile trims. 
Broadstrap oxfords. 

Shoecraft—A masterpiece in buttons. 
“Tm Buttons” featured throughout shoe 
display of Araby Green, Dubonnet, and 
brown suede with stitched and patent 
trims. Tie, buckle, and broad strap ox- 
fords are the main feature. Shoes fea- 
tured with original verses on stand-up 


cards in back of each style of shoe—such 
as: 


“Six college girls adopted me, 


1935 


patent and reptile trim. T-straps, Coloni- 
als, buckles and spectators are shown. 

Hanan & Son-—Black and Dubonnet 
suedes with stitched and patent trims. 
Oxford types hold the spotlight. 

Andrew Geller—Black and _ brown 
suedes, also brown reptiles. Patent kid 
and reptile trims. Tie and broad strap 
oxfords outstanding. 


Walk-Over—‘City Slickers” and “Coun- 
try Cousins.” “City Slickers” presented 
in brown and black suedes with patent 
and stitched trim. Oxford types through- 
out. “Country Cousins” a novelty, low 
heel oxford. Brown and black suedes 
with contrasting color laces of leather. 
Green laces on brown suede and orange 
laces on black. 

Winkelman—‘Manhattan Side Tie” in 
black and brown suede with patent and 
stitched trims. Brown suede leads in a 
tie oxford. 

Arnold Constable—Matched costumes 
with brown and Dubonnet suedes, with 
kid and patent trims. The spectator pump 
and oxford are featured. 

Lord & Taylor—Brown, green and Du- 
bonnet suedes with kid and stitched trims. 
The sport types lead. 

Franklin Simon—The “Dapper Bow 
Pump” in brown, green, black and Du- 
bonnet suedes; black, brown and Dubon- 
net kid; and tan in calf. Suedes are 
trimmed with kid, patent and reptile in 
contrasting colors. Others are solid—no 
trim. The “Dapper Bow Pump” is also 
presented for evening wear in gold and 
silver kid. 





James McCreery—Brown and_ black 
suede oxford ties with patent and stitched 
trims. 

B. Altman—Brown and Dubonnet 
suedes with stitched and reptile trims. 
Also black costumes with shoes and ac- 
cessories of Dubonnet. Shoes of Dubon- 
net suede and calf. 

Oppenheim Collins—Short vamps in 
black suede also some Dubonnet, brown 
and green suede. Trimmings are of kid 
and patent. The broad strap and oxford 
ties dominate the display. 

I. Miller & Sons—34 St.—Bombay calf 
with brown suede also “Tic Tac Toe” a 
new military motif in leather. This pre- 
dominates in black and brown suede with 
patent, kid and stitched trims. 

J. & J. Slater—Black suede with some 
brown and green with kid and stitched 
trims. The broad strip and tie oxfords 
dominate the display. Also alligator 
“flats” in brown, black and tan. 


Julius Grossman—Brown and_ black 
suede with kid and stitched trims. Also 
some kid in brown and black with reptile 
trim. The tie and strap oxfords lead. 

Wise—Spats before your eyes. Wool 
gabardine on patent and kid with gored 
sides. Also suedes in all styles and colors 
with brown the predominating color and 
the strap and tie oxfords prominent in dis- 
play. 

Best & Co—Brown and black three- 
strap and tie oxfords in suede with kid 
and stitched trims. Also monks and friars 
in brown and black Bucko in the lower 
heel heights. 
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“I’m Buttons.” 


Wrrx 
¢ RX 


\ 
ae 
wy 
ava 
‘4 


ees 
yw Y . 


nv. 
K 





6 
9 








o¢ 








OX 


DePinna — Matched outfits in brown 
with brown suede tie oxfords predominat- 
ing. 

Saks Fifth Avenue — Original design 
pull-overs with matching accessories. 
Black suede with stitched and patent trim 
hold the spotlight, followed by blue and 
grey suede with kid and patent trim. Also 
Dubonnet suede and reptile with match- 
a aaa Spectator and ite oxfords 
ead. 


Frank Brothers—Black 
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suede with "Have they strong tongues? They speak for themselves!" 





STYLING THE LOW-HEELED SHOE PRESENTS A’ SPECIAL PROBLEM. THESE 

PULLOVERS, MADE BY THE TANNERS COUNCIL FOR THE STYLE CONFERENCE, 

ILLUSTRATE THE STYLE POINTS AND SILHOUETTE PRINCIPLES TO CONSIDER IN 
DESIGNING LOW-HEELED PATTERNS. 


Quoting 
HARRY E. FONTIUS 
of Denver 


Member National Shoe Retailers Association 
Styles Committee, in his timely comment at 
the Women's Style Committee meeting. 





“THIS subject of low heels is a 
most important one to bring 
before the retailers. We have 
come to the time in our business 
when we must change from ten to 
twenty-five per cent of our stock 
into low heels. The demand is 
here. I believe there is a clean- 
up for retailers who get into 
the low-heeled proposition now. 
And | hope manufacturers will 
take the hunch and show us 
more and better looking patterns 
on low-heeled lasts. : : : : 
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ONE of the best thoughts that came out of the con- 
ference was this to-the-point comment made by this 
western retailer. Much was said in all the sessions 
about low heels, but it took Mr. Fontius to hit the nail 
on the head with a good smart whack! We use his 
words as a text for this discussion on low-heel styling. 
And we use the pull-overs designed by the Tanner’s 
Council to illustrate our points. 

The low heel demand is here—no question about it. 
It’s smart to be comfortable. Women who buy low 
heels for their fashion appeal find that it’s a grand 
free feeling to have the foot in a natural position again. 
And although the high heel still dominates, the low 
heel is gaining ground .. . steadily. 

But these new low heeled shoes must be good-looking 
first of all. And to make them so means a new and 
different technique in shoe styling. They talk about 
the “school girl” influence in fashion, but these new 
school girl shoes are a far cry from the shoes we’ve 
sold for years to school and college girls. They have 
a sophisticated expression for all their apparent 
naiveté! 

That new smartness begins with the wood. They 
can’t be built on growing girls’ lasts. They need a 
woman’s arch. And they need a new toe silhouette. 

A square toe can do a lot to give that new expres- 
sion. Retailers are slow to accept this line because, to 
so many people, the square toe means just one thing— 
that angular and extreme shape that appeared in the 
“Kitzbiihel” peasant shoe. 

A lot of refining has gone during these last few 
months in square toe lasts. Rounded off and raised 


Upper left panel—3 models on a 15/8 heel 

showing how clever clamp treatment can 

shorten the foot. (Left to right) Monk sandal 

in white kid with blue suede; Luggage Tan 

pigskin with new slashed treatment; Luggage 
Tan reverse calf side buckle shoe. 


Right panel—Casino colors combined in a 
spectator sandal. Luggage Tan, smooth calf 
oxford with harness details. 


Lower left panel—Three square-toed shoes. 
White suede Grecian sandalized oxford; Ori- 
ental tongue in Ginger reverse calf; New 
ghillie treatment in Chaudron suede. 
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“SHOW US MORE and BETTER 
LOW-HEELED 
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SHOES ” 





by RUTH HARRINGTON 


up-—the square toe can be most flattering. Properly 
done it will shorten a vamp line. It will do wonders 
to make larger sizes look smaller. Don’t be afraid of 
the square toe. But do be sure you get the right square 
toe! 

There is no reason why the square toe won't sell. It 
takes a little time for women to get accustomed to the 
new shape, but when they do get familiar with it, they 
like it, because it flatters their feet. 

A case in point is the new Shoecraft promotional 
shoe “Buttons,” which we talked about in a recent 
issue. This model which will get all the publicity the 
Gringo had, and more—is made on two lasts—round 
and square. And the square toe is outselling the 
round. When women try the two in the same size they 
see that the square toe actually looks a size smaller. 

In heels, as we all know, the demand is centering 
around medium low heights—1314/8 to 15/8. Flat 
heels did their job in dramatizing the idea. But it’s 
the compromise heel that sells. And these newer heels 
are slenderer too than the first low. heels. We are 
discarding the heavy, blocky shapes of last season and 
going in for more refinement and femininity in heel 
silhouettes. 

But it’s the pattern in a low-heeled shoe that presents 
the most difficult problem. When the heel is lowered, 
the whole expression of a pattern changes. And many 
a model that would be beautiful with a high-pitch is 
all wrong on a low last. To minimize horizontal 
length, the designer has to pull new tricks “out of his 
bag”! 

We have been talking to shoe designers about this 
problem and here is what they tell us. In styling a 
low-heeled shoe there is a choice of two focal points 
upon which to concentrate the design. 

The first is the vamp. The shoe can be high cut, but 
the high throat line must be carried well down toward 
the toes. Moccasin lines and Kiltie tongues are the 
easiest way to do it, and there is no end to the varia- 
tions that are possible on this theme. Gypsy seaming 
is another device. Constructed cut-outs a third. 


The second focal point is the mid-shank. Broad 


“bandage” straps can do wonders to “lift” a low-heeled 
[TURN TO PAGE 42, PLEASE | 
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GERALD McCANN 


I DO not create fashions, but merely report them, and 
sometimes suggest ways in which they might be im- 
proved. It is my opinion that London is still the most 
important source of men’s fashions. I hate to admit 
this, since I am more violently patriotic than most, 
and I'll try to explain the reasons for my opinion. 

I am not foolish enough to think that all English 
clothes are good. British ready-made clothes are usually 
terrible looking. Those of American manufacture are 
so far superior to them that there is little point to a 
comparison. This is specially true of American ready- 
made shoes. 

I am not saying this just because I am speaking to 
shoe people. I’m honestly convinced that American 
shoe manufacturers have done a swell job. And I think 
that the whole world shares this opinion. In France 
they used to have a saying that the only things they 
liked about Americans were their shoes and their jazz. 
Of course, they liked our money, too, but they were 
too polite to mention that. 

However, though we may wish to encourage Ameri- 
can designers, I think this axiom still holds good: 
Smart women look French, and smart men look like 
Englishmen. 

How long this will hold true, I don’t know. Since 
America is now the banking center of the world, it is 
inevitable that it will, in time, become the men’s 
fashion center. And I am glad to see that American 





AMERICA 
FIRST 


In 


SHOES 


By 
Gerald McCann 


Men's Fashion Writer for The New 
York Herald Tribune. 


From ‘an Address at the N.S.R.A. 
Style Conference. 


manufacturers have recognized their opportunity, and 
have had the courage to take advantage of it, much 
more quickly than our financial interests did. 

The reason that men of the world emulated English- 
men in the past, was because men want their clothes 
to make them look rich and important, and English- 
men, until the war, held the financial power of the 
world. 

Now that we’ve got most of the money in this coun- 
try, even Englishmen are beginning to imitate us. 

For instance, in London this Summer, during the 
season—the Jubilee Season, at that—a great many men 
danced in white dinner jackets at such places as the 
Savoy! And Leslie Farrow assures me that they were 
Englishmen, too—not American visitors. 

This is surprising, because in former years, during 
the London season, it has been the custom for smart 
Englishmen to wear tailcoats, if they had a womai 
along. Their excuse this Summer was that the weathe: 
was hot. Well, the heat was the reason for our in 
venting the white dinner jacket in the first place. 

However, I don’t expect any violent changes in men - 
clothes, for a few years, at least. Because many Ameti- 
can smarts still buy their clothes in England, or the 
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But LONDON Is Still Most Important as a Source of Men’s 
Fashion Inspiration. 


go to tailors in this country who work in the British 
tradition, which amounts to much the same thing. 

We are hearing a lot nowadays about the Holly- 
wood influence. It is certainly very strong, and very 
wide-spread. But we mustn’t fool ourselves that it is 
purely American. A great many of the best-dressed 
male stars are Englishmen and buy their clothes in 
london. Many American stars have followed suit. 
(nd I’m sure, considering all stations in life, that for 
every man who thinks that Clark Gable is a snappy 
dresser, you'll find one who thinks that Leslie Howard 
looks pretty well, too. 


ALL these things seem to me to indicate that the 
influence of London on men’s clothes, is still very 
important. 

While this is so—-the English nature being what it is 

-we needn’t expect any sudden, drastic changes. And 
any changes that do occur, will still have to be dis- 
vuised as improvements, before sound, right-thinking 
men will stomach them. 

That’s why I think that the advertising for Trousers- 
Tailored-with-Talon is so cleverly planned. Slide 
fasteners for flys are being put over, not as a novelty, 
nor as a fad, but as an improvement in tailoring. This 
is another idea that the English have copied from us. 

So at the present time, it seems footless to try to do 
what most men’s stylists attempt. They try to apply 
to men’s clothes the same formulas that women’s styl- 
ists have used so successfully in dragooning women 
into buying more clothes, by making them think it is 
necessary to change their appearance every season, or 
be looked down upon as out-of-date. 

If men could be made to change every season, it 
would doubtless make more business. But I’m afraid 
it’s going to be awful hard to make them. 

For this reason: Fashion is the emulation of an ideal, 
(call it snobbery if you like, it’s much the same thing) 
and men and women have almost exactly opposite 
ideals in regard to clothes. 

As I have said, men want to look rich and impor- 
tant. Women want to look rich and seductive. As far 
as I can see, this has always been true, though people 
in different ages have used different means to obtain 
the same effects. 

Today, the man of established wealth is the popular 
ideal. Since this man is usually conservative, slow to 
change, and not given to caprices (as kings often were 
when they were the fashion leaders) the best men’s 
clothes will continue to change only slightly from year 
to year. 


The professional charmer has always been women’s 
ideal, whether they realized it or not. And since these 
lovely ladies usually have to employ constant, violent 
and often irrational changes to keep their admirers 
interested, women who emulate them must do likewise. 

If you don’t think I have hit on the correct ideals, 
consider their opposites. Consider the  satin-lined 
gigolo, and the hard-collared lady executive. What 
fashion significance have they? 

Therefore, it seems evident that men’s fashion writers 
who try to contrive, or find—or say they have found— 
a new fashion every day, are obviously not doing right 
by their readers. 

In their frantic search for news, they either pick 
something that is patently idiotic—like those turtle- 
neck dickies—or they describe something as brand new, 
that men who are used to buying good clothes have 
seen around for years. 

Just the other day I saw an enthusiastic description, 
complete with a colored drawing, of the new bowler 
made of rough finished felt, with the new bulge to the 
crown. Obviously it was the famous Lock bowler, 
which Mr. Raynes in Brooks once told me, hadn’t 
changed a bit in the twenty-five years he had been 
selling it. 

Another time I got into a hell of a scrap with a hat 
buyer who showed me an opera hat made of wool 
instead of the usual corded silk. He tried to tell me 
it was a brand new idea, and got nasty when I offered 
to take him to a shop, five blocks away, where they 
had been selling a similar hat for twenty years. 

Another trick that has made men’s fashion columns 
the dog’s body of journalism, is this one. 

A scout goes to a polo match where he sees one man 
wearing his hat crushed in a peculiar manner; another 
man wearing a tweed riding coat with flannel bags, 
perhaps because this coat happened to be the right 
weight for the weather, and a third man with a par- 
ticularly soft pair of shoes, perhaps because he had 
corns. 


W iTHout finding out the reasons these men were 
wearing these particular things, the scout rushes back 
and turns out a picture of all of them on one man, and 
labels it “Seen at Meadowbrook.” 

Readers with common sense, who see this picture 
of a paragon, know that he looks like a damned fool, 
and you can’t blame them for thinking that all men’s 
stylists deserve that appellation too. 
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4 OCTOBER Saturdays 
should be BIG selling 
days, so your Friday night ads 
should be big and interesting. 
Give women's footwear and 
hosiery the dominant space, 
but don't overlook your men's 
and children's lines. And 
don't advertise too many num- 
bers in any line! 


HOW about some kind 

of a mailing this week 
on house slippers? A letter 
will do, although a folder with 
illustrations will be better. 
Don't overlook the suggestions 
that now is a splendid time to 
purchase slippers for holiday 
gifts. Offer to lay them aside. 


1 COLUMBUS DAY— 

And although a lot of 
your window shoppers won't 
know it, unless you tell them, 
it provides a chance for some 
sort of patriotic display that 
will get attention and provoke 
comment. Never miss a 
chance to do the unusual in 
your windows. 





WHY not start the month 

off with a letter to your 
entire list offering a special 
value in women's shoes for the 
week. The reduction need not 
be great and it is not neces- 
sary to quote the regular 
price. A GOOD letter will 
bring a lot of women in to 
look—and BUY! 


5 THE day's football scores 
posted on your window 
will make your store a center 
of attraction on October and 
November Saturdays. Your 
local newspaper will no doubt 
be glad to supply the scores. 
You might even promote a 
“guess the score" contest in 
your window. 


9 WHEN you check stocks 
today give particular at- 
tention to the situation on 
wool hosiery. You'll soon be 
having a big demand for it. 
Compare this week's check 
with last week's. What have 
you done about the “sleepers” 
you found in stock a week 
ago? 












9 THE day for your weekly 
check of stocks. And by 
this time you should be watch- 
ing very closely the early sea- 
son styles that still remain in 
stock. A little selling pressure 
now will move them, but if you 
keep them till clearance time 
you'll not get cost out of 
them! 





10 HOW long since you 
have changed your 
counter, case and ledge dis- 
plays inside the store? And 
how many of those display 
cards have been gathering 
dust for a month or more? 
Change them! Make your 
store interesting. Arrange dis- 
plays that SELL! 


1 IN the new windows for 

this week, how about 
arranging a real selling dis- 
play of men's footwear with 
some talking display cards re- 
minding men that they need 
heavier shoes for Fall and 
Winter. They know it, cer- 
tainly, but they won't buy ‘em 
till you tell ‘em! 
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3 WHENEVER business is 
slow these days is a good 
time to check over your cus- 
tomer list, jot down the names 
of those you have not seen in 
the store for some time, and 
do a little telephone selling. 
A tactful call will do much to 
bring back a lost customer. 


7 TIME to change all your 
window displays. If Mon- 
day is not the best day for 
you to do this then select 
some other day. But make it 
a standard part of your pro- 
gram to change ALL your 
window displays once each 
week, even though you make 
minor changes at other times. 


11 OF course you'll have a 
pretentious ad tonight 
on women's Fall footwear, but 
how about having an atten- 
tion-getting ad on men's 
shoes, too? Plan to run the 
two ads separately, and try 
and get the paper to place 
your men's ad on the sports 
news page. 


15 TODAY would be a 
good day to send out 
a postal card to your list say- 
ing: "Did you see the snappy 
new Men's Fall and Winter 
shoes in our windows this 
week? They're just what you 
need to keep your feet dry 
and comfortable! And you'll 
LIKE the prices!" 


September 28, 1935 
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16 YOU'LL probably do 
more men's business 
this week as a result of the 
added selling effort, so watch 
out for shelf-warmers in men's 
shoes when you make your 
stock check today. Then see 
that every salesperson makes 
a special effort to push them 
out this week. 





94 HOW long since you've 
taken a day off and 
gone out to visit other stores 
in your own or nearby towns? 
It will pay you to get out and 
see how the other fellow goes 
after business, how he trims 
his windows and displays his 
goods. You'll come back with 
IDEAS! 


QQ CONTINUE your Hal- 
lowe'en backgrounds in 
your windows for this week. 
And when you put newly ar- 
rived styles in your displays 
add little talking display cards 
telling folks that here is a 
brand new style that just ar- 
rived. They won't know unless 
you tell them! 
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Calendartor 


17 WINTER days ahead 
call for better lighting 
in your windows. Have you 
changed the lights recently? 
Have you looked at your 
store lighting from the other 
side of the street? If the 
windows are not bright and 
inviting you're not getting 
full use of them. 


9 WHEN you change 
your windows today why 
not get some Hallowe'en at- 
mosphere into your trims? It 
will provide a change and 
make the displays more inter- 
esting. Little yellow price 
cards in the shape of pump- 
kins, on each pair of shoes, 
add a very timely touch. 


95'F your survey of slow 
sellers made after check- 
ing stocks this week showed 
many items why not run a lot 
of these numbers as "Saturday 
Specials" in tonight's ad? The 
chances are that a little re- 
duction now will clear them 
out and bring in a lot of 
Saturday shoppers. 


ogrou have been making 
good use of your mail- 
ing list this month. Have you 
been adding new names to 
it? You must have added 
many new customers during 
the last 60 days. If you want 
to keep them as customers 
you should have their names 
and addresses. Did you get 
them? 
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OCTOBER 


A Working Schedule for Busy Merchants 


18 IN tonight's ad for 
Saturday selling a 
special on rubbers or over- 
shoes will be timely, particu- 
larly if you've been having 
Fall rains. And isn't it about 
time for a good, strong ad on 
children's shoes, too? They 
should get a good newspaper 
promotion once a month. 


OQTHis might be just the 
time for another postal 
card mailing; this time on 
children's footwear. Don't try 
to quote a lot of prices. A 
brief message that will sim- 
ply remind parents that 
Johnny needs new shoes will 
be just as effective—and more 
apt to be read! 


96" you did advertise 
any "specials" last night 
be sure and give them a 
showy window display today, 
and see to it that all sales- 
people make every effort to 
push these numbers, even to 
customers who make other 
purchases. Have a table of 
hosiery up front, too. 


3045" stock check of 
the month today. What 
does it show? How does it 
compare with the last check 
made in September? Are 
your dead stocks reduced? 
Are your "outs" of wanted 
sizes and colors reduced? A 
stock check is useless unless 
you do something about it! 


19 ON these Saturdays be 
sure that salespeople 
are not overlooking the op- 
portunity for extra sales. It's 
easy to mention hosiery, or 
extra laces, or polish, when 
making the sale of a pair of 
shoes and it results in a sur- 
prising number of additional 
sales. 


QQ WHEN you have fin- 
ished your weekly check 
of stocks today, make a list 
of all the stock that you can 
classify as "slow" or “dead.” 
Total up the amount in dol- 
lars. The amount may surprise 
you. Do this every week and 
you can see if you're really 
getting somewhere. 





31 ARE you ready for 
November with a com- 
pletely planned program of 
advertising, window displays 
and selling plans? Have you 
reviewed your diary of a year 
ago to make sure you have 
not overlooked any good pro- 
motions that brought in extra 
volume and should be re- 
peated? 
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COLOR 
FEATURES MEN’S STYLE 
REPORT 


Color Given Its Rightful Place... The 
Importance of Brown Noted... Reversed 
Calf a High Style Feature... New Lasts, 


Patterns and Promotions Diseussed 


THE IMPORTANT REVERSED 
CALF SHOES: SHOWN IN SETTER 
BROWN IN THE TWO-EYELET 
MONK, LUGGAGE WITH GREEN 
RUBBER SOLE IN THE SEAMLESS 
OXFORD, SPUR GRAY IN THE 
SQUARE TOED STRAP MONK 
SHOE AND SETTER BROWN WITH 
INLAY OF LUGGAGE. 





A SPORTS GROUP: SHOWN 
AT THE MEN’S STYLE COM- 
MITTEE MEETING, FEATUR- 
ING WHITE BUCK WITH 
VINTAGE CALF INLAY AND 
LACE STAY, WHITE BUCK 
WITH DECK BLUE TRIM 
AND ENGLISH BAL STRAP, 
WHITE REVERSED CAL! 
WITH RED RUBBER SOLI 
AND BROAD RED _ SILK 
LACE. 
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Spring Fashion Ferecast by the Men’s Style Committee, 


Made at 





THE largest and most enthusiastic group of men ever 
to meet under the leadership of the N.S.R.A. Men’s 
Style Committee was more optimistic than for many 
years in the past. This feeling reflected actual and 
anticipated better business, and an appreciation of the 
possibilities of greater pair sales during the Spring 
and Summer of 1936. 

In the following short discussion, your committee 
wishes to explain that we are simply outlining the high- 
lights of the conference. Many new ideas are presented 
for your consideration, but the reader must realize that 
because of their novelty, they must be treated 
cautiously. 

The conference clearly indicated that the outstanding 
feature in men’s shoes for next Spring and Summer is 
color, which, at last, is given its rightful place in the 
gentlemen’s shoe wardrobe. According to the tanners, 
brown leather has reached the ascendency so long de- 
sired by them. More brown and colors are being 
tanned than for many years in the past. The new 
‘browns are richer, and lend themselves admirably to 
the many new treatments suggested for sport and semi- 
‘sport shoes, both in smooth and napped finishes. In 
addition, a dark blue shade (deck blue) has been 


wffered, principally for combination with white. You 


N. S. BR. A. Styles Conference, New York City, on September 9-10, 1935 


GEORGE B. HESS, Chairman 


STREET TYPES, FEATURING SQUARER 

TOES, HARNESS DETAILING AND 

SHORTER FOREPARTS, IN BROGUES AND 
BLUCHERS. 


will find a descriptive list embodied in this report, in 
order to give a complete picture of the new colors. 

Many retailers, selling men’s shoes in the upper 
brackets, reported that the sale of all-white shoes 
started to fall off about the middle of the past Summer. 
Many of their customers demanded new and different 
appearing sport shoes because of the tremendous popu- 
larity of the all-whites in the volume grades. Un- 
doubtedly, all-whites will continue to sell during the 
coming Summer, but your committee wishes you to 
appreciate that substitutes will have to be found to 
take the place of all-whites in the near future. Due 
consideration was given to this problem at the con- 
ference and suggestions for your consideration are made 
later in this program. 

Several pedigreed shoes were particularly stressed 
by some of the fashion authorities, who addressed the 
meeting, and should find their way into better grades 
during the coming season. Three of them are very out- 
standing because of their wide-spread acceptance among 
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Timid Execution 


PROGRESS is in the air and if ever there was a time 
for adventure, it is now. 

It was the natural thing in depression to safeguard 
and conserve—and caution rules. But when we move 
upward we gather courage to venture in business, in the 
hopes of profit. The so-called profit system is actually 
a profit and loss system but the incentive of the system 
is “hope for profit” even though there may be factors 
not evident to the individual that he is heading for a 
loss. 

The general economic picture is becoming brighter 
and if all goes well, purchasing power will increase. 

G. L. Lacher, managing editor of the Jron Age, gives 
an excellent description of wealth—‘“real wealth is 
intangible. It consists of the ability based on experi- 
ence, vision, skill and creative genius to produce com- 
modities or services that other people want and to do 
it at a profit.” 

That definition comes at a good time because the 
disciples of share-the-wealth are obsessed with the idea 
that “brick, mortar and machinery can be divided.” 
Figures recently were shown indicating that if all of the 
income above $5,000 a year bracket were to be divided 
equally in America, the added wage would be but $35 
a year. Not much to share with opportunity lost for 
ambition. 

We have seen so many examples of idle shoe fac- 
tories and shoe stores representative of the expenditure 
of wealth and yet which are valueless for want of men 
and methods for successful operation. As dead shells of 
business they are not worth ten cents on the dollar 
offered by the junk man for want of a man to operate 
his businesses. 

We are again back in that sort of a period where 
it takes vision, and strength and courage to step into 
the stream of trade in a bigger and better way, in the 
hopes of making a profit. It was Pitt, Earl of Chatham, 
who said: “The wisest plans may fail by timid ‘execu- 
tion and the ablest counsel prove useless without will- 
ing instruments.” Now is the time for the man who has 
an idea that he hopes will lead him to a profit, to pour 
himself into the venture. 
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By 
ARTHUR D. ANDERSON 
EDITOR, BOOT AND SHOE RECORDER 


New things are coming into the trade. They are the 
result of “planning and thinking” during the period of 
depression. Shoes and methods which have lain dor- 
mant in that stale period now have their opportunity 
for promotion because in every factory and in every 
store they are looking for the new and practical and 
useful. 

Watch for changes in types of shoes. The public 
itself is restless. It will not accept the standard things 
which have been an emblem of depression fears. The 
public wants something new in shoes and the best proof 
of this is the amazing growth and development of 
“flats,” low heels as well as a renaissance of extremely 
high heels. When the public takes to extremes there 
is something indeed in the wind. 

The merchandising field will not be easier—for the 
public is more exacting and particularly in the ortho- 
pedic field. Just a shoe with a shank piece isn’t suffi- 
cient to satisfy the needs of troubled feet. There must 
be some reason for the construction and the harmony of 
materials, contour and dimension. 

The shoe business becomes a “tougher” business be- 
cause of the perfections in all other businesses. It 
won't be long before the women of this country will 
protest the cheap, shoddy toplifts if for no other rea- 
son than that small area of wear should have the 
best attention of the trade instead of offal and economy 
interest. The automobile industry would not have 
progressed, as far as it has, if tires had been made 
cheaper and cheaper instead of better and _ better. 
Maybe that little toplift itself is an emblem of irrita- 
tion in shoe service because many a woman finds it 
necessary to go to the repair shop every two weeks for 
toplifts. 

These and other points prove our contention that 
future progress in the shoe business will come from the 
fitting-stool UP. That point of USE is the real wealth- 
maker of the future shoe industry. 











he 
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~so why shouldn’t men Buy on PRICE? 









You know the difference — but it is one But the fact remains that a little 
over half of the business has gone to 


thin 2 to have an educated understandin 14 pe nice Sater po Tend 


of quality, and another to sell it against 46% to the chains alone. No ordinary 
chain and mail order competition . . . effort, based on shoes of similar con- 









For those who do not know what the 
shoe retailer is up against, it is easy 
to say, “Sell quality.” 


But what is quality? Mostly, it is 
the way the shoes look in the window. 
The layman’s knowledge goes no far- 
ther. Shoes are shoes, over a range of 
several dollars, and he buys where the 
price is lowest. 


Fortunately, not all men overlook 
the factors of wear per dollar, and 
the comfort and health of their feet. 
Some quality lines are distinguished by 
their styling and details; our Crosby 
Square Authentic Fashions took the 
lead in establishing this selling ad- 
vantage for the independent retailer, 
and they have been highly successful. 





asby Square 





struction and characteristics, is going 
to bring it back. 


Just one thing will bring it back 
—a wholly new approach to shoe con- 
struction, with patent protection to 
keep it in the hands of the regular 
trade at a profitable price level. 


You may think of such a develop- 
ment as something far away in the 
future. Actually, it is here now. It has 
been perfected, patented, and tested 
at retail. It clicks. We do not need to 
give you predictions; we can give you 
facts. They present the most amaz- 
ing story of success in retail shoe mer- 
chandising that you ever dreamed of. 
They are hard to believe — but we 
are ready with proof. Write or wire 
for information. 


Ulla 


WALTER BOOTH SHOE COMPANY, 302 North Broadway, Milwaukee, Wis. 





When writing advertisers please mention Boot and Shoe Recorder 
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MARKS AN ADVANCE IN SHOE 
COMFORT AS PRONOUNCED AS 
A MODERN LINER’S ADVANCE 
IN TRAVEL LUXURY OVER THE 
STEAMSHIPS OF YESTERDAY” 


Courtesy of the French Line 
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( [ U Style Shoes for Women 
CUSHION EVERY STEP 


Now a Glamorous Style Shoe Embodies 
A “Miracle of Comfort” at no extra cost! 


HEN Air - Step Shoes made Style-minded women sensed a major difference 
their debut in leading depart- between these unique shoes and all others! 
ment and shoe stores there was a con- Never before had they experienced the thrill of 
sumer response out of all proportion “Cushioned Walking.” Never before had shoes 
to expectations. so distinctively styled been so incredibly com- 
fortable. Never before had the jars and jolts of 
every step been shock-absorbed. 
A | | 9 ST E P Is it any wonder that Air-Step Shoes are 
having things their own way in the $5 
price range? An exclusive franchise may 
be available in your city. A letter or 


wire will put you in touch with a repre- 
sentative within a few days. 








introduces the most revolutionary 
advance in the construction of 
women’s style shoes since the first 
pair of leather shoes. 


Wows Dno]e Goungeiay, 


Manufacturers - - St. Louis 


Also makers of BUSTER BROWN SHOES 


Note: Brown Shoe Company Owns Exclu- 
sive United States Rights to Manufacture 
These Shoes. 


F 

















The unique aerolastic cushion be- 
tween the in-sole and out-sole, 
that distinguishes these modern 
shoes, extending the full width of 
the sole, cushions every step, turns é, 
hard sidewalks into soft carpets. _ ffm 





TO RETAIL 
PROFITABLY 


AT $5 




















A 
NEW 
PRINCIPLE 
IN 
SHOE SERVICES 


An electro-Conformer Prepares the 
Plastic Material Before Final Fitting. 


In the process of making shoes, the general practice 


has been to make the sole flat because it expedited 


mechanical shoemaking and it was traditional for the 
customer to make his individual imprint in the course 
of pressure and wear. But for the past two decades 
interest has been in developing molded bottoms in the 
belief that a better fit of the shoe came through im- 
provements in molding the tread service. 

Now comes a new principle in shoemaking where 
the final process of molding the sole is completed by 
the customer in the shoe store, thus insuring the iden- 
tical imprint of the individual human foot within the 
shoe at the time of fitting. 

This achievement is credited to William H. Moulton, 
president of the International Shoe Company, who 
made a study here and abroad of the innersole invented 
in Germany as a plastic base for the foot to rest on. 
Final perfection was achieved by Mr. Moulton and the 
International Shoe Company through research, to make 
possible the manufacture of a shoe embodying the basic 
principle of a plastic fit. 

Every Conformal shoe has an inbuilt plastic-insole 
which actually takes the individual imprint of each foot 
at the time of fitting. After the regular fitting for size 
and width, Conformal shoes are then prepared on a 
special Electro-Conformer to conform to the contours 
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we Your own toot 


performs the tinal step 
in therr manutacture 


of the wearer’s individual soles. Placed again on the 
feet, the customer stands up and walks about. The 
weight of his body molds the insoles to perfect fit. 

The Conformal principle is explained as follows: 
“Conformal is a patented flexible plastic material con- 
fined in a finely-meshed thin fabric bag shaped to the 
inside sole of the shoe. When prepared on the Electro- 
Conformer the plastic material softens in consistency 
and under pressure operates in accordance with the 
principle of Pascal’s law—a confined fluid exerts 
pressure equally in all directions. 

“If you place a normal foot in wet sand you leave 
the imprint of a normal foot. On the other hand, if 
you place a flat foot in wet sand, the imprint is still 
that of a flat foot, as the sand is forced out from under 
the flat arch as well as other points of pressure because 
nothing restrains the sand. 

“But suppose you confine a quantity of wet sand in 
a flat fabric bag where it cannot escape under pressure 
but only change its shape in proportion to the varying 
intensity of the pressure from different parts of the 
foot upon it. 

“In that case the imprint of a normal foot will be 
normal and the imprint of a flat foot will tend imme- 

[TURN TO PAGE 52, PLEASE] 


Insole Contains Plastic Material Confined 

in Finely Meshed Container Which Is 

Finally Shaped by the Customer's Foot- 
print, 
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New TRICKS in SHOE ADS 


What Some Alert Retailers Are Doing to Improve 
Appearance and Increase Sales Appeal 


THERE are fashions in advertising, just as in shoes, 
and in either case, if they are good fashions, they must 
have sound reasons back of them. Retail shoe adver- 
tising this season is, for the most part, more interesting 
and attractive than we have seen in some years. Per- 
haps that’s because shoe stores, and other stores that 
sell shoes, are expanding their appropriations some- 
what, in the belief that more and better shoe advertis- 
ing will produce a better shoe business. At any rate, 
the newspapers seem to contain a lot of smart, inter- 
esting, attractive ads devoted to shoes of all kinds— 
men’s, women’s and children’s. And that goes, not 
only for the metropolitan dailies, but for papers from 
all sections of the country. 

This element of eye appeal that so many shoe ads 
have succeeded in developing rests on a number of 
factors, such as better layouts, more attractive illus- 
trations and improved typography. To a certain ex- 


tent, shoe ads are more noticeable this season because 
the space they occupy is larger. Here is very tangible 
evidence that shoe stores are stepping up their advertis- 
ing appropriations with the pick-up in business, for 
it’s among the specialty shoe stores that we particularly 
note this tendency toward larger space. Department 
stores have been pretty generous space buyers right 
along and shoes have had their play in department 
store promotions, but there have been times when the 
shoe stores, as a class, were rather conspicuous by 
their absence. -It’s a distinctly encouraging sign to 
see them coming back into the papers and to see them 
using advertising space in a more expansive—and ex- 
pensive—way. 

Whether an ad is big or small it commands attention 
to the extent that it is attractive or unusual in appear- 
ance. And these factors, in turn, are dependent mainly 

[TURN TO PAGE 38, PLEASE | 
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SOU-EASE 


Hy LOM 


RETAILERS throughout the country - 


must realize that there is a great 
need for scientifically correct home 
footwear something that will give 
feet complete relaxation at home, and 
at the same time maintain the health- 
ful features of the corrective shoes 
they wear. 


Tupper has solved this problem 
entirely by the perfect development 
of a Health Slipper designed for 
Scientific Relaxation at home. 


The Sol-Ease Health Slipper has 
nine important features. Your Sol- 
Ease franchise will give you exclus- 
ive rights to this profitable new busi- 
ness Act now to obtain it. 


HEALTH SLIPPERS 
PATENTED 


WITH 


IMPORTANT 
FEATURES 


Patented Sol-Ease Construction, soft sole comfort 


with hard sole service. 


Scientifically Balanced Combination Lasts. 
Patented Notched Backpart to prevent rubbing. 
Insulated Insole that air conditions the feet. 
Elongated Counters for proper ankle support. 


Arch Supporting Steel Shank as in the highest 
priced corrective footwear. 


Orthopedic Heel for additional arch support. 
Cupped Heel Seat prevents slipping. 


Graceful Appearance, yet corrective and healthful. 


te And always remember, merchants who feature Tupper footwear are 
safely building business and earning better profits. 








TUPPER SLIPPER CORPORATION 


352 Fourth Avenue 


New York City 
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Style Reports Available 


Copies of the Men's, Women's and Chil- 
dren's Style Committees reports, compiled 
at the recent Style Conference, have just 
been released—and all those interested may 
secure them by writing Headquarters. 


a bd % 


Interest in Conference 


VER 800 shoemen from all branches 
of the trade, coming from points all over 
the United States, traveled at reduced rail- 
road rates to the Shoe Style Conference 
on September 9th and 10th, which was ar- 
ranged for them by the National Shoe Re- 
tailers Association. 

Also all members of the craft were wel- 
comed to our various meetings and no 
charge of admission was made. This has 
been the National Shoe Retailers Associa- 
tion’s contribution to the trade. 

But the meetings have become so large 
that it is the opinion of many they would 
be of far greater value if an attendance 
charge was made .. . and it is pointed 
out that one nationally famous merchandis- 
ing clinic, which is privately conducted, 
charges as high as $200.00 for the privilege 
of attending identical meetings. 

No such fee would receive considera- 
tion by the N. S. R. A. because of the dif- 
ference in our function and status in the 
trade—in our aim to work for the best 
interests of shoe retailers throughout the 
United States. 

One annoying condition that exists 
would surely be eliminated—and that is 
those who come late, meet their acquaint- 
ances among those present and endeavor 
to chat with them—then leave early, there- 
by disturbing the meetings. There will 
always be some in the industry who will 
take advantage of every situation—who 
cannot see the big picture, who will not 
consider the welfare of the industry in its 
entirety—and who are short-sighted enough 
to play their own selfish game at all times. 

Possibly if they were made to pay ad- 
mission the meetings would be more ap- 
preciated. 

In our contacts with members of the 
ready-to-wear industry, we continually hear 
it said that in no branch of their business 
do men get together and work co-opera- 
tively as shoe men do. 

It is a remarkable tribute to the men in 
our industry, to say that in villages, towns 

‘and cities all over the United States—- 
more and more shoe men are holding meet- 
ings and are contacting one another fre- 

(CONTINUED ON PAGE 33, LAST-COLUMN) 





Promote Shoe Selling—Not Sales! 


Shoes are a commodity that should not be confused with other 

wearing apparel—and for obvious reasons our merchandising 

ethics should, because of our obligations to the consuming public, 

be different. We must sell shoe-fitting requirements, shoe-fitting 
service and quality standards. 


Tue National Better Business Bureau recently held its first Annual Conference 
of Better Business Bureaus—and many of the statements I am about to make are 
based upon remarks of the various speakers and on impressions I gathered from 
their talks. 

Everything is changing so fast these days that it takes a keen mental eye to 
see what is happening. And the biggest change that has come about is in the con- 
sumer. He has, almost overnight, come to himself. He has awakened to the fact 
that he is King. He is no longer a docile animal to be led around by the nose. He 
is standing on his hind legs demanding to KNOW. He wants information. But he 
does not know where to get dependable information or whom he can trust. He has 
been misled by muckraking writers and by government propagandists. His con- 
fidence in business men and in business as an institution has been shaken and he is 
ready and waiting for a guide to lead him back to a state of cofidence. 


Consumer Protection 


There is a clearly defined trend towards increased regulation of business. 
This may lead to an ever increasing system of government regulation or it may 
inspire, on the part of business, a renewed effort to obtain this regulation by self 
control. If the latter promise ultimately predominates, then this organization or 
organizations of similar character will have a greater opportunity than ever before 
to devise operating programs to fulfill this responsibility. 

The goal of consumer protection is a condition where there is complete under- 
standing between the buyer and the seller. This, on the seller’s part, means a full 
disclosure of material facts, and, on the buyer’s part, the ability to understand the 
information disclosed. It appears to be a goal easy of accomplishment and theoret- 
ically sound, but, in practical operation, difficulties immediately arise. What facts 
are material? Has the consumer been educated to the point where the disclosure 
of these material facts will aid her in buying? In what manner shall these material 
facts be disclosed? 

Who is to decide what facts the seller is to disclose? Can the decision be 
left to the seller? Certain information regarding merchandise has always been 
distributed by the seller, but for the most part such information is the kind which 
the seller believes will help him move his stock. 

At the same time there are competitive conditions and strong forces at work 
to protect the consumer from questionable “seller’s talk.” In the first place, there 
is strong price competition between retailers, which tends to protect the public from 
price exploitation. In the second place, there is equally as strong competition {or 
consumer good will which tends to protect the public from being sold unservicea))le 
and unsatisfactory merchandise. Third, is the merchant’s own ethical standards. 
Fourth, is the seller’s knowledge that his profit as well as his business may be 
destroyed, if he sells misrepresented or unserviceable merchandise, as a great deal 
of it will be returned to him at his expense. Fifth, are the various laws, Federal, 
State, and local, which control either quality of merchandise or service, or state- 
ments made about merchandise or service, or both. 

That all of these forces have tended to improve conditions for the consumer 
must be admitted by any one at all familiar with business conditions and the meth- 
ods of thirty or more years ago. Rapid progress has been made since the revolu- 
tionary introduction of one price, plainly displayed and price-marked merchandise, 












to 

oth 
to. 
ties 


ma: 
ver' 
firs 
ulti 
you 





ce 
ire 
ym 


er- 
ull 
he 
et- 
cts 
ire 
ial 


be 
en 
ch 











BOOT AND SHOE RECORDER, 





September 28, 1935 


SERVICE CENTER 
274 Madison Avenue 
New York, N. Y. 


News Bulletin 


Page 33 





| RETAILERS ASSOCIATION 


JOHN J. HOLDEN 
Manager 





or since the introduction of the idea of guaranteed satisfaction which is the basis 
upon which a great deal of the retail business is conducted today. 

But that sufficient progress has not been made, or that there is need for im- 
provement must also be admitted, and the question is how to progress toward the 
ultimate goal of consumer protection. 

There has been developing in recent years a clearer conception of what is fair 
and just in trade practices. This is only another way of saying that every public 
abuse finally becomes so shocking as to demand correction, thus giving an opening 
to extremists to pass unreasonably restrictive legislation far beyond the require- 
ments of the evil to be corrected. 


Elimination of Unethical Business Practices 


It is the consensus of opinion that business has already made rapid strides in 
policing itself and that the fringe of unethical business is becoming greatly nar- 
rowed year by year. Business has rid itself of many practices, objectionable to 
consumers, which the government would be powerless to eliminate. It has also 
voluntarily adopted many policies, methods and practices which have increasingly 
served consumers’ interests. 

There are numerous indirect benefits to the public through the promotion of 
high standards of advertising and selling, thereby preventing the consumer from 
being deceived or defrauded by fraudulent advertising. 

We are free to warn the consumer of unworthy business activities. We can by 
moral suasion and by legal force protect the public from fraudulent and mislead- 
ing sales and advertising tactics. 

Many of the practices abandoned by retailers in the past ten years have been 
practices which were by no means illegal, but simply contrary to a progressively 
better code of ethics as to what is fair to the public and competitors and what will 
produce consumer good will. 

The retailers are closer to the public than any other business group. They 
have much in common. For their common interest. they should work together. 
Through the united efforts of business, particularly retailers and the public, im- 
portant progress can be made toward the ultimate goal. 

Mr. H. Gordon Selfridge, Jr., in a recent address at the Draper’s Summer 
School at Oxford stated: 

“The trend towards Government regulation of details of industry and com- 
merce is in the air. Here is an instance of what has happened abroad: 

“No retailers in Germany may have more than two sales a year. They have all 
to start on a given date. No comparative prices may be advertised or displayed 
other than in departments themselves and even then the retailer must be prepared 
to justify them to an unfriendly investigating Committee of Governmental authori- 
ties. 

“There is a long list of merchandise, covering staples in most categories that 
may not be sold at Sale price. No new season’s merchandise may be sold. No ad- 
vertising is allowed before 7 o’clock of the Saturday evening prior to Monday, the 
first day of the Sale, and so forth. Even if you believe that the kind of thing might 
ultimately be good, you would resent those regulations being suddenly imposed on 
your own business by law.” 

The way to stop Government regulation is to regulate ourselves. 


(It Doll 


Manager, National Shoe 
Retailers Association. 





The matters discussed on these pages are solely the expression of the National Shoe 
Retailers Association. 








Would Stimulate Shoe 
Consumption 


W: are advised by the Department of 
Commerce in Washington, D. C., that 
“Germany’s shoe manufacturers and 
dealers are engaged in mutual propaganda 
for greater consumption of shoes.” 

“In comparison with other large indus- 
trial countries, the average shoe consump- 
tion in Germany is still comparatively 
small. In 1933, it amounted to 0.98, in 
1934 to 1.11 pair of shoes per person, while 
in Great Britain and in the United States 
the figures were approximately 1.8 and 
2% respectively. In order to promote do- 
mestic shoe consumption, a decision was 
made in the last general meeting of the 
Reichsverband der deutschen Schuh- 
haendler (Federal Association of German 
Shoe Dealers) to the effect that the prop- 
aganda activities for shoe consumption 
should be extended. 


* * * 


Check-Up on Children's Shoes 


It is alarming to note that the many 
discouraging reports and dispositions of 
school children are due to poorly fitted 
and poorly constructed children’s shoes. 
The trouble may lie in the fact that 
mothers, instead of watching carefully the 
growth of their children’s feet, usually wait 
to purchase new shoes, after the old ones 
are worn. But since children’s feet grow 
so rapidly, it is vital that a visit to a re- 
liable shoe store be made as often as every 
three months, to check up the length of 
the feet, to prevent distortion of the foot, 
crippling, and bad posture. Health di- 
rectors in the schools are advocating this 
throughout the country. 


* Xt % 
Interest in Conference 
(CONTINUED FROM PAGE 32, FIRST COLUMN) 


quently on plans and policies that are to 
the best interests of all concerned. 

It is not so many years back that stores 
sold merchandise at whatever price they 
could get from the customer. Then, finally. 
all merchandise was plainly marked—and 
today bargaining is a thing of the past. 

I predict in the very near future, the 
elimination of comparative values and also 
the elimination of all quotations as to re- 
ductions in advertising copy and when this 
comes to pass, the National Shoe Retail- 
ers Association will be able to say that it 
was one of the organizations that laid the 
groundwork that finally brought this about. 
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T. ARTHUR COHEN 
Optimism prevailed among more 
than 100 retailers in the shoe industry as 
they gathered at the Onondaga Hotel 
here September 22, 23 and 24 for the 
17th annual convention of the New York 
State Shoe Retailers Association. 

That this optimism was not mere 
words, but was being expressed in ac- 
tion was best demonstrated by reports 
from the 110 exhibitors who displayed 
the latest styles to the retailers. They 
reported that despite the fact the con- 
vention came at an off buying period, 
the retailers were eager to buy—and did 
buy. This was attributed to the fact 
that commodity prices are holding firm 
and indications are they probably will 
rise. 

T. Arthur Cohen, of Albany, was 
elected president of the association, suc- 
ceeding Charles E. Knox, of Batavia. 
Other officers named include: 

Clarence W. Kelsey, Binghamton, 
First Vice-President; Harry H. Phelan, 
Rochester, Second Vice-President; Ern- 
est A. Beaumont, Albany, Third Vice- 
President; Wm. Pidgeon, Rochester, 
Chaplain; Leslie Gardner, Oneonta, 
Treasurer; Harry A. Chase, Rochester, 
Secretary; Wm. Pidgeon, Rochester, 
Convention Chairman. 

It was voted to conduct the 1936 con- 
vention at the Hotel Seneca in Roches- 
ter on Sept. 13, 14 and 15. 

One of the features of the session was 
a radio address, delivered from the con- 
vention floor, by William Pidgeon of 
Rochester. Mr. Pidgeon explained to 


the public what goes on behind the 
scenes to keep footwear up to the 
minute. 
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Empire State Shoe Retailers 


Meet at Syracuse 


Control of Clearance Sales Among the 
Topics of Prime Importance Discussed at 


“Fashion is a fast and fickle thing,” 
he declared. “A new mode out of Paris 
comes to us with the speed of the radio. 
New footwear fashions out of Hollywood 
come to us with the speed of the air- 
liner. The miracle is that the merchant 
in the smallest store can harmonize both 
of these influences and give to every boy 
and girl the satisfaction of being fashion- 
right in every village and hamlet, town 
and city in America. This modern world 
in which we live is, indeed, a glorious 
opportunity for the expression of Amer- 
ican individuality, pride and possession, 
and all of the things that go to develop 
the abundant life. 

“To produce your shoes, the entire 
world is scoured for materials of fabric, 
leather, color and shape; every country 
and nation on earth makes its contribu- 
tion. Manufacturers and others are 
spending great sums of money contin- 
ually to develop more perfect and more 
beautiful shoes.” 

In another convention address, Mr. 
Pidgeon informally explained to the re- 
tailers what he termed his “Crazy phil- 
osophy” of conducting a shoe business. 
He said that the most important thing 
is first to select your philosophy and 
then mould an advertising policy, store 
staff, store policy and selection of stock 
to fit that philosophy. 

He declared that he had been termed 
old fashioned because he chose to stock 
his store with odd sizes and widths which 
many other stores would not carry be- 
cause of the few demands for that par- 
ticular group. 

He also explained some of the policies 
which he had adopted in his store and 
told of their success. 

John Slater, of New York City, chair- 
man of the board of directors of the 
association, declared that the formula 
for buying, handling and selling of mer- 
chandise resolves itself into two things— 
good will and profit. 


“Of the two, I believe that good will 


is far more important,” he said. “While 
we can live a year or two without profit, 
I’m afraid we couldn’t last long without 
good will. And in these chaotic days 
of talking, bartering, fighting and plan- 
ning and with our modern lives more 
or less dedicated to pleasures and to 





N. Y. Association Convention 





profits, we are frequently apt to over- 
look the importance of good will. I may 
say that we are apt to forget the cumu- 
lative force of good will. 

“This abstract, yet highly tangible 
quality of good will applies to your em- 
ployes as well. Don’t be afraid to allow 
your employes to assimilate what you 
know. Keep them informed in these mat- 
ters which will assist in the general 
progress of your store. Your sales peo- 
ple are your associates—not your serv- 
ants. They are your own _ personal 
ambassadors—accomplishing that which 
is impossible for you to do yourself—and 
reflecting in their attitudes and their 
conversations the very nature of your- 
self and your own character. Welcome 
from them as well as from others, crit- 
icism and advice. Remember—it is to 
your own interest to find your own weak 
points.” 

Chauncey M. Porter, adult commercial 
education supervisor of the State Edu- 
cation Department, outlined a proposed 
state-wide tera-sponsored course for shoe 
salesmen. “Approval of the project by 
the State Education Department sprang 
from the recognition of the fact that 
there is a dearth of trained shoe clerks 
in the industry,” he said. 


Many stores tolerate week-end “jams” 
rather than to hire inexperienced help. 
Other firms have on their payrolls men 
whose profits are based on the number 
of shoes sold with the result that feet 
are hastily and improperly fitted. 

The proposed legislation to require 
periodic examination of children’s feet 
was discussed by Harold F. Quimby, 
Editor of Shoe Style Digest. It was 
pointed out that parents are now com- 
pelled by law to have their children’s 
eyes and teeth examined periodically, 
but pay scant attention to their feet ail- 
ments which shoe fitters feel is equally 
important. 

The forecast that Shoe prices will go 
up was made by Jesse Adler of New 
York City, Chairman of The National 
Shoe Retailers Board of Directors. 

“The rise in hide and leather costs 
will put the price of shoes up from 10 
to 20 per cent if quality is maintained,’ 
he declared. 
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It is true that many men who think 
about their clothes, have personal idio- 
syncrasies. Sometimes these are such 
genuine improvements, or such pleas- 
ant changes from the ordinary, that 
their friends take them up, and they 
soon become the fashion. That’s how 
white dinner jackets started, and you 
doubtless know hundreds of other ex- 
amples. 

Other personal peculiarities, how- 
ever, are so extraordinary that no man 
in his right mind would think of copy- 
ing them. Take Berry Wall’s famous 
high linen collar. He wears it with 
style and cuts quite a figure in it. 
Everybody in Paris recognizes him by 
it. But I wouldn’t want it around my 
neck. Would you? 


Interest in What Is Correct 


Fortunately, my paper—the Herald 
Tribune—believes that its first duty is 
to its readers. So I am not forced to 
resort to this kind of nonsense to fill my 
column. My instructions, when I took 
the job, were to tell the truth exactly as 
I saw it, and to give my honest opir ion 
about what I saw. 

I’ve never suffered from lack of copy. 
(After the way I’ve been going on this 
morning, you can imagine that the 
reverse is often true.) And judging 
from my mail, there are plenty of 
things to be said about clothes that 
men are interested in hearing. 

I find that they are more interested 
in what is correct than in what is brand 
new. And in this attitude, there is a 
suggestion for advertising and selling 
to men, which is particularly applicable 
to shoes. 

I am sure that you could sell more 
shoes if you could convince men that 
certain kinds of suits demand certain 
kinds of shoes, and that to wear the 
wrong shoes is plain evidence that the 
man doesn’t know what is going on in 
the great world. 

You might get them into the state 
of mind that Englishmen are in. A 
gentleman would rather stay in the 
house than walk out wearing a pair 
of brown shoes with a navy blue suit. 
He is acutely conscious of the fact that 
that is what corner boys wear when 
they are kicking a football around the 
park on Sunday mornings. And Eng- 
lishmen feel almost as strongly about 
wearing black shoes with tweeds. 

I know the idea of a shoe wardrobe— 
a shoe for each occasion—is not a new 
one, but I think it is still a good one. 
Look at the success of the ensemble 
idea in women’s clothes. 

Another way to sell a man an extra 
pair of shoes is to convince him that 
two pairs, worn alternately, will last 
longer, and look better than one pair 





[CONTINUED FROM PAGE 19] 


worn constantly. Explain to your cus- 
tomers that when shoes are put on 
trees, while they are still warm after 
a day’s wearing, and when they are 
left there to dry out all next day, the 
leather has a chance to exercise its 
natural elasticity, and to get back into 
shape. Convince them that when shoes 
are worn constantly the leather is 
stretched beyond its natural resiliency 
and can’t come back. 

Listen to me telling tanners about 
the habits of leather. But my point is 
that these things are interesting to me, 
and I’m sure they’d be interesting to 
the layman. 

I don’t mean to suggest that adver- 
tising copy should neglect style. I do 
think that it should put more stress on 
the qualities of the leather, the con- 
struction, the improvements in your 
shoes. It should give a man good sound 
reasons why your shoes are better than 
those of your competitors. 

Don’t try too hard for short snappy 
copy. Brevity is much too highly 
thought of, at the moment. Take space 
to put in all your facts. That’s the stuff 
men like to read. 

To illustrate my idea of sound mer- 
chandising, I’d like to tell you an ex- 
perience I had late last Winter. 

I don’t like to wear rubbers. So for 
a long time I have been looking for a 
pair of black shoes with double soles. 
Maybe I didn’t look hard enough, but 
I was unable to find a pair in New 
York. 


Wet Weather Shoes 


Whenever I asked for them I was 
told that they had brown shoes with 
heavy soles, but no black. Black shoes, 
they explained, were dress shoes, and 
were always made with lighter soles. 
I didn’t agree that it should be, and I 
couldn’t wear brown shoes with a blue 
overcoat, and I wouldn’t wear rubbers, 
so what was I to do? I suppose the 
answer was, “Freeze and get wet,” and 
that’s what I did. 

Then one day, on my way up Fifth 
Avenue, I glanced in Hanan’s window 
and there were the shoes I’d been look- 
ing for. They looked perfect, but the 
price was so low that I got suspicious. 
I went into the store anyway, and 
found out that these shoes were from 
a new line, called Touchstone, which 
young Herbert Hanan was responsible 
for introducing. The salesman seemed 
so genuinely enthusiastic about them 
that I bought a pair. 

When I wore them I found that they 
felt fine, looked fine, and kept out the 
wet. They seemed to be all that was 
claimed for them, so I wrote them up 
in my column. Doubtless some of my 
enthusiasm crept into the article, or 
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there must have been a lot of other men 
looking for the same kind of shoes, 
because that article brought in almost 
700 queries. 

That was fine, but the payoff, as far 
as I’m concerned, is this—when I had 
worn these shoes for several months, I 
decided I wanted a pair of brown 
Touchtones I had seen when I bought 
the others. When I went back, I was 
surprised to find that they were still 
carried in stock! 


Needless Changes Unprofitable 


I was surprised, because very often 
when I have gone back to a store to 
duplicate something that I had found 
very satisfactory, I have been told that 
that was last year’s style, and that this 
year’s number was all different. Often 
it was so different that I didn’t want it, 
and I usually walked out. The few 
times I have bought things under 
these circumstances, I have been dis- 
appointed in them. 

I know it’s easy for me to talk, when 
I have no balance sheets to worry 
about. I know that change is supposed 
to be a great help to sales. I’m sure it 
is some help, but I’m also sure that it 
is not the sovereign remedy to all busi- 
ness ills. And I am convinced that mak- 
ing unnecessary, and often ridiculous 
changes, especially in men’s clothes, is 
the way to discourage men from com- 
ing back to your store, and is not the 
way to build up a steady custom of 
men who have confidence in your mer- 
chandise. And I am also convinced that 
men are really appreciative of genuine 


improvements. 
Now we come to this business of 
forecasting. And here’s where [’ll 


probably get myself in trouble. 

Everything seems to point to the fact 
that men are getting a little tired of 
the clear finished worsteds that they 
have been wearing in town for so 
long. Basil Durant, Bernard Weather- 
ill, and any number of other experts 
tell me that their customers are order- 
ing softer finished cloths, like cheviots, 
shetlands, and the milder tweeds. 
These, of course, will demand a huskier 
type of shoe. 

I have no doubt that this popularity 
of soft finished fabrics will continue 
into Spring, and that consequently 


‘shoes that at least look sturdy, will be 


in demand. I should think that medium 
weight brogues would be good in the 
Spring, and that blucher models will 
be more important. 

If we have a world war, the capless 
toes of officer’s boots, will doubtless in- 
spire vicarious soldiers to demand plain 
toed shoes. That’s what happened in 
the last world war, and human nature 

[TURN TO PAGE 42, PLEASE] 
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A concise, factual presentation of the best 
in-stock shoes, for men, women and children as selected by a con- 
sensus of opinion from six hundred of America’s best shoe retailers. 


Eight pages of actual in-stock shoes, not ideal- 
ized style creations, but faithful reproductions of shoes that are selling 


now for Fall. 
Important phases of in-stock merchandising in 


the retail store will be analyzed by Harry R. Terhune, Field Editor, from 
a notebook made during a year’s investigation of this problem. 


The place of in-stock shoes in the modern de- 
partment store will be discussed by the shoe buyer of a leading 
Chicago department store. 


To Help Your November Selling. 


Advertising in this issue will feature your most 
important sources of supply of In-Stock Shoes. It will be the latest 
catalogue of America’s manufacturers, and wholesalers and distrib- 
utors of In-Stock Shoes. 
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on the layout of the ad and the illus- 
trations used in it. By layout, of course, 
we mean the arrangement of the vari- 
ous units, the headline, text copy, cap- 
tions, illustrations, ete. It’s possible 
to spend a lot of money on drawings 
and engravings and then turn out an 
advertisement which is anything but 
attractive, simply because the _illus- 
trations are poorly arranged with re- 
spect to the space available for the ad, 
or in relation to one another and to 
the type matter. On the other hand 
an advertisement without any illustra- 
tions whatever can be made interesting 
and attractive simply by good judg- 
ment in the selection of type faces and 
a pleasing arrangement of the various 
units of type matter. 

Rightly used, however, illustrations 
do add tremendously to the appearance 
of a shoe ad. They catch the eye of 
the reader and attract attention to 
the ad, and, in the case of shoes, they 
tell the story of what the shoe looks 
like more effectively than words can 
possibly tell it. For that reason, the 
illustrations are often the most power- 
ful selling argument in an ad, and it’s 
vitally important to make sure the pic- 
tures we use are good enough to fulfill 
this function. Many of us can well re- 
call the more or less standardized ap- 
pearance of most shoe ads that ap- 
peared in newspapers not so long ago, 
when the illustrations consisted mainly 
of individual shoe cuts, either line cuts 
or wide screen half tones, arranged ac- 
cording to the individual taste or whim 
of the layout man. Those illustrations 
told a story of what the shoes looked 
like, but they contributed little to the 
appearance of the advertisement. 

Today the illustration factor in shoe 
advertising is much more complicated. 
Often pictures comprise a large part 
of the space devoted to the ad, the 
copy being reduced to a minimum, And 
the illustrations may include, not 
merely the shoes which are being fea- 
tured, but also fashion figures, groups 
or scenes to suggest the types of cos- 
tumes with which the shoes are to be 
worn, or the kind of activities and occa- 
sions for which they are intended. This 
type of advertisement is now being 
used more generally than ever before. 
The treatment most in vogue this sea- 
son, apparently, is to suggest the cos- 
tume figure by a line drawing or 
crayon sketch which serves as a sort 
of background, with half-tone shoe 
illustrations to show the shoe styles. 
Examples of this style of advertising 
are seen in the ads of Saks-Fifth 
Avenue, Holmes, Best & Co., Shepard, 
Sonnenfeld, etc., as reproduced here- 
with. 

Preparation of advertising of this 
nature constitutes quite a problem for 
many shoe stores. The department 


store has its own advertising depart- 
ment to prepare the layouts, illustra- 
tions and copy and see through the 
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A vertical half-page announcement of 
the opening of the William Hahn Com- 


pany's new shoe shop in Washington, 


job of making the necessary engrav- 
ings. The larger shoe store may have 
an advertising department or an ad- 
vertising agency to handle the work. 
The smaller store, where the merchant 
himself used to look after the advertis- 
ing in the old days, with aid of one 
of his salesmen who took an interest 
in that sort of thing, and with such 
outside assistance as he could get from 
the advertising department of his news- 
paper, lacks the technical ability to 
handle the new style of advertising 
and often cannot afford to engage the 
full-time services of an ad man who 
is technically qualified. 

Nevertheless, this average merchant 
realizes the importance of having his 
advertising compare favorably with 
that of the larger stores in style and 
appearance, and feels he must contrive 
in some way to solve the problem. 
Many shoe retailers are solving it by 
their own ingenuity and with such as- 
sistance as they can command from va- 
rious sources. Certain shoe manufac- 
turers provide mat services which 
practically do the job unaided for the 
retailer. In some cases the latter can 
obtain from the manufacturer whose 
lines he sells complete mats that in- 
clude illustrations, type, heading, etc., 
leaving only the store’s signature to 
be’ set in type or inserted in the form 
of a signature cut. 

These ads, of course, are largely ad- 
vertisements of a particular line of 
shoes rather than of the individual re- 
tailer’s store. They can be used peri- 
odically, but there will be times when 
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the merchant may prefer to decide for 
himself what shoes he wants to ad- 
vertise and what he wants to say about 
them. Then his simplest solution is to 
engage the part-time services of some 
free lance ad man, or an advertising 
agency specializing in retail advertis 
ing, to handle the job. Advertising 
men are in contact with artists and 
illustrators and are equipped to do « 
professional layout job. Their charge: 
are usually based on a percentage o! 
the space used, and the superior quality 
of the results obtained should justify 
the expenditure. 

Whoever does the actual work of 
preparing the ad should work under 
the close supervision of the merchant 
himself to make sure the ads are tie: 
in with the policies of the store, its 
promotional work through windows ani 
other media and its general plan of 
merchandising. Advertising space cosis 
money and the retailer must always 
see to it thrt the space is used in 
such a manner as to yield the maximuin 
of returns on the investment. Whi‘e 
space in a newspaper sells nothing, i's 
productivity being measured entirely by 
the use that is made of it. Watch your 
advertising carefully and compare it 
with the advertising of other stor:s 
operating in competition with you. Try 
to view it through the customer’s ey:s 
and ask yourself honestly whether it 
is the type of advertising that would 
attract you if you were a prospective 
customer, with no personal interest in 
the business. If you feel it isn’t good 
enough, find out why and try to bring 
it up to the standard of what it must 
be if it is to serve its purpose and ‘jo 
an actual selling job for you. 





Kirkendall Running Overtime 

OmMAHA, Nes.—“Fall time is boot 
time.” The truth of this statement is 
proved by the tremendous business now 
being done by the Kirkendall Boot Co., 
Omaha, Neb., which have again this 
Fall been compelled to run their factory 
overtime to keep up with their orde’s. 

Last year was the biggest year in 
Kirkendall history, but orders this Fall 
are running 30 per cent greater evn 
than last year. This company operates 
the largest exclusive boot factory in 
America—manufacturing in their own 
factory a complete line of every type 
of riding boot. They report an esjie- 
cially heavy sale at the present time on 
riding boots and their popular line °f 
“service boots,” which has just bevn 
enlarged to include several new nu:)- 
bers at very popular prices. 





New Store in Westwood 


WEstTwoop, N. J. — Daniel and 
Nathan Rosen, formerly of the Irving 
Bootery, Bergenfield, have opened a 
new store in Westwood. They carry 4 
complete line of Red Cross Tar-al 
Tred, Buster Brown, and Dougias 
shoes. They also carry men’s, w0- 
men’s and children’s shoes and !)r. 
Scholl goods. They are both graduaies 
of Dr. Scholl’s school. 
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THAT GIVES 
WIDTH 


LENGTH 


HOSIERY 
SIZE 


Drs h Lk WIDE STYLE FOOT MEASURE 
= SICNMOIT§$ anv SHOE SIZE INDICATOR 


INCLUDING SCALE OF HOSIERY SIZES 


Enables the Shoe Fitter to Take Both Seated 
and Standing Measurements Without Discomfort 
to the Customer 


This foot measure enables the customer to stand for measurement, 
with the entire foot upon the stick, without discomfort or possibility 
of soiling hose upon the floor or carpet. 


Assures Scientific Accuracy in Fitting 


This measuring stick so widely and successfully used by shoe fitters 
all over the world indicates immediately the exact length of shoe 
that should be selected for the particular foot measured. It doesn’t 
require the adding of additional sizes as with other foot measuring 
sticks. This saves time and alleviates uncertainty. 


By applying the stick at the great toe joint and at the junction of 
the little toe the width may be ascertained. Thus, on this stick 
the length, width and hosiery size are indicated and costly misfits 
prevented. Don’t guess—know your customers’ shoe requirements 
and this little device will pay for itself many times. No shoe store is 
complete without it. Send in your order today. 


THE SCHOLL MFG. CO., Inc. 


Makers of Dr. Scholl’s FOOT COMFORT Appliances and Remedies 
213 West Schiller St., Chicago 62 W. 14th St., New York 


Measuring the Width 





THE SCHOLL MFG. CO., Inc. 
213 W. Schiller St., Chicago 
62 W. 14th St., New York 


Please send _Dr. Scholl's Wide Style Foot 
Measure and Shoe Size Indicator at $1.50 each. 


Vame__ 


Address 
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Color Features Men’s Style Report 


well-dressed men in England and 
America. We are listing them below: 

(1) The Norwegian semi-moccasin, 
blucher oxford in brown and white with 
spikes for golf. 

(2) The same pattern. slightly 
aitered in brown and white without 
spikes for general outdoor sport wear. 

(3) The plain toe shoe, in all gen- 
uine crocodile (alligator) built on a 
medium toe last for country wear. 

Incidentally, a large group of shoes, 
incorporating new ideas, including the 
three described above, were shown to 
your committee, and they were received 
very favorably. 

It was suggested that wherever pos- 
sible, retailers should feature new 
sport shoes for Southern and cruise 
wear. In this manner, new patterns 
can be tried out before placing large 
orders for next Spring and Summer. 


“TOWN AND FIELD COLORS” 


SADDLE TAN 


New rustic shade, taken from lug- 
gage and saddle coloring, for use in 
plain, smooth leather. Best adapted to 
town and country shoes fitted with 
harness stitching and restrained per- 
forations, the latter often underlaid 
with darker brown to match brown 
soles and pipings. For limited use in 
early Spring, except in the West and 
South, where it should have wider use. 
Possible increasing acceptance as sea- 
son advances. 


SPANIEL TAN (Repeated Color) 


Light russet shade growing in accept- 
ance in men’s town and country shoes, 
full or quarter brogued with solid 
leather soles. Also used in combina- 
tion with darker sueded hunting 
leathers. Principally for smooth 
leathers. 


SETTER BROWN 


New version of a russet shade with 
a warm undertone, for both smooth 
and boarded leathers. This type of 
color shows possibilities for volume 
acceptance in place of the neutral 
darker shades that have prevailed for 
so many seasons, in custom town types 
with straight tips, as well as plain toe 
and full brogue country shoes. 


BouRBON (Repeated Color) 


This volume color continues as a 
basic shade for all types of town and 
sports models. It is the accepted color 
in conservative shoes, and it gains new 
style importance when detailed with 
orange fittings, or when combined with 
white. Interpreted in smooth, boarded, 
heavy sports grain or hunting leathers. 


RETRIEVER BROWN (Repeated Color) 
The growing importance of reversed 


[CONTINUED FROM PAGE 23] 


leathers brought this color into promi- 
nence for the Fall season. It continues 
for Spring in town and country shoes, 
sometimes in combination with the 
Saddle Tan and Spaniel Tan smooth 
leathers, or with boarded and grained 
leathers of matching color. It has a 
new use in sueded leather combined 
with smooth white leather. 


GREYHOUND (Repeated Color) 


Continued for the second season as - 


the best type of gray in reversed 
leather, because it harmonizes well with 
accepted gray tones in men’s sports 
jackets and slacks. For the Spring 
season, it will have limited use in the 
“reverse” effect—smooth white leather 
combined with Greyhound hunting 
leather. 





SIDE LEATHER BULGE 


Leather Market Influenced by Sports 
Finishes Now in Demand 


Boston, Mass.—Activity in the leather mar- 
kets, which has been increasing in the last two 
weeks, has again brought to life stories of an 
impending price advance in practically all 
types of upper stock and sole leather. Statis- 
tics show that there is some basis for this 
belief, or hope. Technically, the leather mar- 
ket, and the hide market as well, are in a 
strong position. The background is not ma- 
terially different from that of last May and 
June, just preceding the scramble for upper 
stock at sharply advancing price levels. 

The visible supply of hides has increased 
but the available supply is about the same. 
This year's slaughter, now completed, was not 
large, and little or no attention is being paid 
to government owned hides as a market factor. 

But there is one siqnificant difference. 
Whereas, in May and June of this year, it was 
calfskin which dominated the picture, not only 
in volume but in the speed with which prices 
were marked up, recently it has been side 
leather which has been the more active of the 
two and which has shown the higher per- 
centage of increase. There are two reasons 
for this, as seen in the trade. The first (and 
this was pointed out in the leather price fore- 
cast published in the Boot and Shoe Recorder, 
issue of June 29) is that side leather is the 
omnipresent competitor of calf and always 
comes to the fore when calfskin has advanced 
beyond the reach of some of its former users. 
The second is that sides are widely used in 
sports leathers for which, and particularly for 
whites, there has recently developed a good 
demand. This type of leather had advanced 
from three to five per cent over prices pre- 
vailing less than a month ago. Calf prices are 
stable. 

Shortages in some specialty leathers, notab- 
ly suede, have developed. Manufacturers of 
volume shoes, not anticipating the demand 
which came suddenly, were caught, and some 
of them, at least, swung into the last half of 
the fall manufacturing period with compara- 
tively little of this leather in their lines. Manu- 
facturers of better grades were more for- 
tunate. 








“CRUISE AND SUMMER bs 
COMBINATIONS” 


VINTAGE BROWN (Repeated Color) 


A new use of this brownish Cordo- 
van type of color is in combination with 
white leathers, for cruise, Summer and 
sports wear. The importance of dark 
maroon shades in men’s apparel gives 
it special promotional interest. Accept- 
ance of this shade in all-over shoes for 
Spring should be limited. 


Deck BLUE 


Plain toe white shoes with saddles »f 
this new dark blue may be featur:d 
extensively in cruise and Palm Beach 
promotions. There are two methoiis 
of using this color, one in combinati:n 
of white buck or sueded leather wi‘h 
plain or boarded Deck Blue, the other 
a “reverse” combination, as featured 
on the Continent this past season, usiiig 
smooth white leather with hunting 
leather in the Deck Blue shade. Deck 
Blue is dark enough to look well in 
patent leather pumps and ties worn 
with the new midnight blue evening 
clothes. 


“COUNTRY COLORS” 


HeEMPcoRD (Repeated Color) 


Light neutral, repeated because of its 
continued acceptance for heavy 
grained sports leathers, in moccasin 
and blucher types. Sometimes used in 
combination with darker browns or 
black. 


SPuR GRAY 


Neutral gray for active sports shoes, 
which serves the same purpose as 
Hempcord. Best adapted to combina- 
tion with smooth white or white re- 
versed leathers. 


SANWoopD (Repeated Color) 


Repeated because of its new impor- 
tance in the saddle and luggage type of 
color. This shade has a lighter, clearer 
tone than the Saddle Tan shade, hence 
its adaptability to smooth, boarded, 
heavy grained and sueded hunting 
'eathers. This is the accepted color for 
men’s sports, beach and clacks sandals 
and is also of style importance for 
plain toe sports ties and moccasin 
effects, particularly in reversed leather. 


HARNESS BROWN 


New light brown for sports leathers 
in boarded or heavy grained effects. 
Also important for reversed leather 
used in country shoes. It has a rich, 
ruddy tone in all of these leathers that 
combines well with the ruddy browns 
in men’s sports togs. An excellent ew 
color for combination with white in 
golf shoes. 

It is suggested that the colors li-ted 
above be promoted by the names your 

[TURN TO PAGE 42, PLEASE] 
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Color Features Men’s Style Report 


[CONTINUED FROM PAGE 40] 


committee has endorsed. This same 
suggestions was made to a group of 
manufacturers and tanners at the con- 
ference, so that these new color names 
may be used throughout the industry, 
thus creating a new color picture every 
season. The simultaneous use of new 
color names by a large group of re- 
tailers in each area is bound to stimu- 
late business. 


FINISHES 


Reversed type leathers in all shades 
of brown and tan have shown a 
large increase in volume during the 
past season. This leather sold in all 
grades in recommended colors and, in 
many cases, it was reported that re- 
tailers actually experienced a shortage 
of shoes made of reversed leather. 
Your committee feels confident that the 
demand for this type of leather will 
continue during the coming Spring and 
Summer. It wishes to further bring 
to your attention that new effects in 
spert shoes can be created by combin- 
ing smooth white leather with reversed 
tan or brown leather. Your committee 
repeats its recommendation contained 
in its last report—that reversed types 
of leathers be promoted as such and 
the name “suede” and similar terms, 
with effeminate connotations be dis- 
couraged for use in referring to this 
type of leather. 


LASTS 


The acceptance of shorter foreparts 
in lasts in both custom types and 
broader toes continues. Toes are, if 
anything, slightly squarer. Lasts are 
simple to a point of being classic, giv- 
ing pattern makers and detailers an 
unprecedented chance for expression. 


PATTERNS 


The monk type, in addition to two 
and three eyelet ties, should continue 
to occupy the stage as high style shoes 
for country wear. Bluchers with con- 
servative details, taking inspiration 
from leather colors, should also be 
important. The popularity of plain 
toes, which has been much in evidence 
during the present Fall season, will, 
in all probability, carry over until next 
Spring and Summer. 

Interest in moccasin effects, includ- 
ing the Norwegian oxford mentioned 
above, should be particularly marked 
.in the better grades. 

For evening, bow pumps in black 
patent or, possibly, blue, seem likely, 
with the increased wear of white 
tuxedos and other semi-formal Summer 
apparel. 

It was pointed out that a great many 
ventilated shoes were sold during the 
last Summer in the South and South- 
west, and that, undoubtedly, because 
of the success of these shoes, there will 
be a demand in these sections for 
additional completely ventilated ox- 
fords. 





A Chance for a Third and Possibly 
a Fourth 


Your committee feels, that because of 
economic developments and the optimis- 
tic spirit which seems to be sweeping 
the country, there is a better chance 
than ever before to sell your customers 
additional pairs of shoes. We sug- 
gest a definite differentiation between 
street shoes, business shoes, and sport 
shoes for this coming Spring and 
Summer. 

According to the fashion reporters, 
knickerbocker suits for sports wear, 
particularly for golf, will be revived 
during the coming season. They will, 
undoubtedly, begin to sell in the better 
grades, and this will place additional 
emphasis on special shoes to comple- 
ment the outfit. It must be realized that 
knickers emphasize the shoes much 
more completely than slacks. 

The coming Spring and Summer 
should be an excellent time to interest 
men in complete shoe wardrobes—a 
shoe for each occasion. Retailers must 
be able to show new and different ap- 
pearing shoes in order to sell these 
additional pairs. Take a chance on a 
third! 


What Should Follow the All-White 
Shoe? 


According to retailers of better 
grade shoes, many of their customers 
purchased brown and _ white sport 
shoes during the past Summer. Com- 
binations of new colors of brown and 
tan with white, and new patterns in 
brown and white shoes should be ac- 
cepted. In addition, combinations of 
new grains and new boards in brown 
leather with white leather, and com- 
binations of reversed brown’ with 
smooth white, may be considered. 
There is also a chance that the new 
dark blue shade of calfskin combined 
with white may be successful. Finally, 
all-over white and neutral tones of 
napped and smooth leathers may, pos- 
sibly, be trimmed with colored soles 
and colored laces. se 


SEASONS 


Your committee repeats its sugges- 
tion of last Fall—that four seasons in 
merchandising men’s shoes be con- 
sidered in order to present a freshness 
that will interest the shoe buyer, and 
that openings on seasonal merchandise, 
particularly whites, be carefully 
selected geographically and by local 
cooperative agreement, thus reducing 
the mark-downs and clearance sales 
on this type of merchandise—in a 
word, to promote shoe selling and not 
shoe sales. 

To the national shoe retailer, your 
committee sends a greeting of courage 
and more courage in face of a rising 
price market and a complex style situ- 
ation. It recommends emphatically the 

[TURN TO PAGE 52, PLEASE] 
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America First in Shoes 
[CONTINUED FROM PAGE 36] 


doesn’t change very much in a Couple 
of decades. 

By Summer, this air cooled business 
should be important, though I don’t 
remember ever seeing a pair of air 
cooled shoes that I’d wear myself. They 
all look too tricky, and as if they 
wouldn’t keep in shape. 

About brown suede, or reversed ca'f, 
I’d say that they’d be more popular 
than ever next year. 

I don’t believe that gray suede will 
ever have the popularity that brown is 
having. Men have come to expect brown 
shoes in the country, and it’s going to 
be hard to change them. 

Your customers may be interested 
in the story of these shoes . . the 
fact that they were first worn by tie 
British army officers in Egypt, |e- 
cause the fine sand down there makes 
it impossible to keep a pair of polished 
boots looking decent for more than 
half an hour, but with suede, dust 
doesn’t matter. For this reason, suede is 
practical as well as smart for the coun- 
try and the seashore. I like these b«st 
when they are made in husky country 
shapes. Although I’ve seen them in 
town lasts, worn with lounge suits, I 
don’t like them. 

Neither do I like black and white 
shoes worn with navy blue suits. 
They’re at their worst on rainy deys 
in New York. 

When I am asked my opinion as to 
whether these will be worn by mes- 
senger boys and others next Summer, 
I have to reply that I haven’t the 
slightest idea. I don’t know how this 
fad started, and I don’t know when it 
will end, any more than I know what 
caused that scourge of white linen caps 
that peppered the country a few years 
ago, and died out with the insects, 
thank God, when the first cold snap 
came along. 





"Show Us More and Better 
Low-Heeled Shoes" 


[CONTINUED FROM PAGE 17] 


shoe from the dead level of the hori- 
zontal. D’Orsay lines also help give a 
high arched look without a high heel. 

The ball strap is a fourth. Tip and 
fox treatments must be combined with 
some sort of ball strap repetition of the 
tip line, to yet the best effect. Exag- 
gerated fastenings play their part in 
breaking up vamp expanse; novelty 
eyelets and new ghillie treatments ex- 
tend well down into the forepart. 

You will find examples of all these 
devices in the photographs. The first 
shoe combines the “bandage” strap with 
the Kiltie tongue. Constructed cut-outs 
do their part job in two models. ‘The 
ball-strap, the extended ghillie, the 
gypsy seam, and the D’Orsay line are 
all represented. These particular de- 
signers have met the challenge of 1ew 
lasts. And it is a challenge to the 
whole shoe industry—this dramatic ew 
demand for flattering, low-heeled shoes. 
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prices of $6.50 and higher (permitting a generous 
mark-up) make Air-O-Pedics good merchandise to 
feature in your shoe department. More than 100 
styles to choose from and all sizes and widths. We 
shall be glad to tell you more about the Air-O-Pedic 
franchise and to have our representative call. The 
Air-O-Pedic Shoe Company, Brockton, Mass. 
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wi ; aA ding 
Steel shank: Air-O-Pedic's throat line: Gives comfort 
outs SHOE COMPANY, BROCKTON, MASS. 4 scientifically designed and relief at an important 
The arch is preserved by a point of pressure. 
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» are Gentlemen: I should like to know more about the Fall 300 pounds. absorber at every step. 
. de- line of Air-O-Pedic Shoes. Will you be so kind as to have Extra ease for cuboid 
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@The new Planet 
Sole Rounding Ma- 
chine, Model E, leased 
by the United Shoe 
Machinery Company 
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Mac Licensees. 








WARNING! The Del-Mac Process is 
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Shoes with real ‘sales appeal” bring a re- Ni: 
tailer more customers—and his manufac: the 
turer more orders. Del-Mac cemented or tor 
stitched shoes have so many sales features . 
that this process is now preferred in the lead- fi 
ing popular priced plants as well as the Ww 
custom grade factories. ibi 
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e retail selling advantages of shoes made 
the Del-Mac Process are obvious to any 
tomer. In the hand they flex at the touch 
finger. On the foot they give the wearer 


»w sensation of supreme comfort, fit and 
ibility. 
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@The new USMC 


Splitting Machine, 
Model E, leased by 
the United Shoe Ma- 
chinery Company ex- 
clusively for Del-Mac 
Licensees. 
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HE DEL-WELT PROCESS 


OYS’ & GIRLS’ SHOES 


E LT THE DEL-WELT AND DEL-MAC PROCESSES ARE PRO- 


4 | . TECTED BY THE FOLLOWING U. S. PATENTS: 1569823, 
EAST 45TH ST., NEW YORK 1939527, 1988281, 1988282, 1988283, 2012914, 2012913, 2012915 























































“Worth looking at, what ho !” 


“Certainly is—and in the past half 
hour this is the third pair of well 
dressed feet we've seen in Surpass 
Blue or Surpass Brown Glazed hid.” 


Many shoe manufacturers and shoe retailers are comment- 
ing on and already profiting from the ''shoe saleability'' 
of the striking new colors we are now tanning. These 
colors are chosen particularly in line with the ensembles 
prophesied by current stylists and designers. The BLUE, 
for instance, has been most carefully chosen; and the 
BROWN is neither Red nor Olive—is a true, deep Brown 
of singular purity. The Kid which is tanned in these colors 
has that firm texture, that strength and body, along with 
an easy pliability and a smooth, silky grain, that lives up 
to the Surpass standard ''that our leathers will improve in 
beauty with the finished shoe." 


URPASS 


BROWN (4) 


AND 


BLUE 


as well as BLACK 


% Shoe Manufacturer 





% Shoe Retailer 
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New Shoe Chain 


Boston, Mass.—A new shoe chain known as The 
Arbert Shoe Co. opened its first store of a proposed 
New England chain at 26 Hanover Street. The chain is 
to sell shoes made exclusively by the Arthur Fisher 
Shoe Co. of Randolph, Mass. 

The new retail stores organization is headed by 
Arthur Fisher, owner of the shoe organization which 
bears his name, and the stores will be in charge of 
Herbert L. Tinkham, well-known shoe executive, for 
many years associated with the W. L. Douglas Shoe 
Co. 

Mr. Fisher started in the shoe business in Avon but 
increasing business required larger factory space and 
he eventually acquired his present large up-to-date 
plant in Randolph. At the present time the Fisher 
Shoe Co. is operating at capacity. In fact, two weeks 
ago the company was granted permission by the 
Brotherhood to operate Saturday mornings to further 
speed production. Mr. Fisher states that the outlook 
for continued good business at his factory is encourag- 
ing. 

Mr. Tinkham’s career with the Douglas Co. started 
when he became office boy. He won rapid promotion 
with the company and served from 1924 to December 
1932, as president. Previously he served as treasurer 
and had direct charge of the 127 Douglas retail stores. 

The shoes to be sold in the Arbert stores will be 
stamped with the Brotherhood insignia, the number 
one stamp having been issued to the Fisher Shoe Co. 
some time ago. It is planned to open the second store 
of the chain, which will eventually extend throughout 
New England, in this city. 





Features Fall Walking Shoes 


Los ANGELEs, CaLir.—A beautiful array of Autumn 
walking shoes in a price range starting at $11.75 and 
stopping at $13.75 is taking the eye of visitors at the 
J. W. Robinson Company’s store. Paul Kirsh, buyer 
and manager, pronounces the line-up, with both suede 
and kid outstanding in materials presented, one of the 
finest styled and at the same time one of the most prac- 
tical and comfortable lineups he has shown. 

Mr. Kirsh emphasizes six leaders, all with moderate 
boulevard heels. Four of these are oxfords, one is a 
2-eyelet tie and one a T-strap. Three of the six show 
reptile trim—one lizard and two alligator; oné shows 
a kid trim, one a patent, and one gets its decorative ef- 
fect from stitching. 

These leaders, briefly described, are as follows: a T- 
strap of kid with patent trim, the patent covering the 
heel and giving the complete upper a shining wide edg- 
ing; a 2-eyelet tie in kid has a lizard trim which forms 
a V-shaped vamp decoration with a patch of patent 
superimposed upon it; a gypsy 4-eyelet oxford has a 
suede vamp with a kid tip and quarter and depends 
upon elaborate stitching for its decorative relief; a 
suede town oxford has an alligator tip, heel: covering and 
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vamp edging plus another touch of alligator on the lace 
stay; a town long vamp oxford of kid has a lizard toe 
and heel covering and foxing; an all-over suede, 4-eye- 
let, oxford has a high cut throat and depends wholly 
upon stitching for its decoration. 


Inter-Department Cooperation 
Increases Shoe Sales 


Los ANGELEs, Catir.—Building up of close coopera- 
‘ion with the ready-to-wear department and the bag de- 
partment has been responsible for at least a 15 per cent 
increase in sales of the ultra fine shoes at the May Com- 
yany’s store in the last eight months, according to John 
Knudsen, assistant to the buyer. 

There is now a constant stream of send-overs from the 
finer ready-to-wear department, in most cases the sales 
«irl accompanying the customer. This department store 
is a volume store. It has recently been found that many 
customers familiar with the fine ready-to-wear depart- 
ments have not known that the shoe departments also 
stocked merchandise of the highest order. 

The girls in the finer bag sections now bring their 
merchandise directly to the shoe department when a per- 
fect match for the shoes is obviously on hand. Often 
now the shoe customer is taken by a sales person to one 
of the other departments. . 

“The good advertising that takes place at the bridg 
tables around town since wealthy customers who long 
have patronized our ready-to-wear departments have 
become acquainted with our finer shoes has given us 
new customers by the score,” says Mr. Knudsen. 


New Welfare Shoe Plan 


BurraLo, N. Y.—A new set-up has been arranged 
by the ERB for the distribution of shoes to the welfare 
recipients of Buffalo. The new plan awards the con- 
tract for shoes to the Endicott-Johnson company and 
the wholesale distributing of them to the Liberty Shoe 
Co. The Liberty Shoe Co., in turn will distribute them 
to shoe retailers in various parts of the city. The re- 
tailers will handle the shoes on a ten per cent profit 
basis, which will be computed twice a month. Shoes 
will be distributed to the stores once a week. 

For the year ending Sept. 1, 1935, the number of 
shoes distributed to welfare people was 197,000 pairs 
of a total value of $270,000, and while the number of 
people receiving public aid is somewhat less this year, 
it is expected that this year’s figures will closely ap- 
proach those of last year. The shoe retailers who will 
distribute the shoes are: C. I. Lanich, 843 Tonawanda; 
Ed. Zirnheld, 323 Amherst Street; LaReau & Caul, 65 
Grant Street; Morris Katzman, 472 Connecticut Street; 
George Cook, 422 South Park Avenue; Fred Manning, 
1495 Genesee Street; Edward J. Schellerman, 1327 
Jefferson Avenue; A. C. Smith & Son, 362 Elk Street; 
George Packica, Bailey Avenue and Herman Meyer, 570 
William Street. 
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YOURS WITHOUT COST OR OBLIGATION 


THE MOHAWK 
ADVISORY SERVICE 


Will gladly cooperate with you and your architect 
or decorator in solving any floor covering problem 


* 


Backed by an experience of fifty years in 
the quality floor covering industry and 
supported not only by one of the most 
distinguished designing staffs in the coun- 
try, but also by the complete gamut of 
weaves in woolen floor coverings, the 
Mohawk Advisory Service has a genuine 
service to render all those who have floor 
covering problems. 

Chenilles, Wiltons, Axminsters, Velvets 
and Tapestries all flow from the Mohawk 
looms. No need then to show partiality to 
any domestic weave. Whatever best suits 
the purpose can be recommended without 
question. 

Patterns by the hundreds in oriental 
themes, moderns, impressionistic, floral, 
period and anything else that can be re- 
quired. Likewise a wide variety of Broad- 
loom weaves in twenty-seven solid colors 
and a broad range of widths. 

These well trained men are glad to co- 
operate with you and your architect or 
decorator in anycapacity you request. Their 
services are without cost or obligation. Wire 
collect when next you have a floor covering 
problem. The Mohawk Advisory Service 
will assist you promptly and effectively. 


Mioha 


LJ 


PETS 


and 


GENERAL SALES OFFICE: 295 FIFTH AVE., NEW YORK 
Regional Sales Offices: 


Chicago Dallas Denver Des Moines Detroit 
Philadelphia San Francisco Seattle St. Louis 


1935, Mehawk Carpet Mills, Inc. 
> > SS AAA SAA AAAS SAA AAAS AAS SA SA SASS SAS AAA AS SS 


Atlanta Boston 
High Point Los Angeles 
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DONT CHANGE LAST 
OR LEATHER 


You are well aware of the virtues of 
Barbour STORMWELT from the standpoint of | | 
what it accomplishes in the way of moisture 
resistance and shape reinforcement. 
Now consider this specialty welting from 
a style angle. Take the most satisfactory shoe 
in your last season’s line, the shoe that brought 
volume and customer satisfaction. 
Don’t change last or leather; just add 
Barbour STORMWELT or PRE-STITCHED 
STORMWELT and you have a NEW SHOE 
with tremendous sales appeal at a trifling ex- 
pense. 
















Shown now in all the leading lines 


BARBOUR WELTING COMPANY 
BROCKTON, MASS. 


Originators, patentees and manufacturers of 
BARBOUR STORMWELT and PRE-STITCHED STORMWELT 


















SOLE DISTRIBUTORS FOR ENGLAND WELTING LTD, LEICESTEF 





When writing advertisers please mention Boot and Shoe Recorder 
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WHAT'S DOING IN THE SHOE TRADE 





Court to Pass on Closing Law 


Buffalo Mayor Suspends Enforcement of "Shoe Curfew Ordinance" 
Pending Constitutionality Test 


BuFFALO—Mayor George J. Zimmer- 
man has ordered the police department 
not to enforce the ordinance prohibiting 
the sale of shoes after 7 p. m., except 
Saturdays, until after a court decision 
can be had on the constitutionality of 
the measure. The order was issued 
after attorneys for the Liberty Shoe 
Co., chain store footwear retailers, 
Sears, Roebuck & Co., and Sattler’s, 
Inc., had petitioned the Supreme Court 
for an injunction restraining the police 
from enforcing the ordinance. 

Arguments on the motion for an in- 
junction have not yet been heard by 
the court so that shoe retailers who 
have been in the practice of keeping 
open more than one evening a week are 
continuing to operate their departments 
without police interference. 

The “shoe curfew ordinance,” spon- 
sored by the Buffalo Shoe Retailers’ 
Association, was unanimously passed 
by the City Council over the veto of 
the mayor. It prohibits the sale of foot- 
wear after 7 p. m. daily except Satur- 
days, evenings before holidays and for 
periods of two weeks immediately pre- 
ceding Easter and Christmas under the 
penalty of a $50 fine for conviction for 
each and every sale. 

At a meeting of the shoe retailers’ 
association, plans were made for com- 
batting the opposition to the ordinance 
that has developed on the part of the 
larger department stores and chain 
store shoe companies which are test- 
ing the constitutionality of the act in 
the courts. If an unfavorable decision 
is handed down by the lower court, 
the shoe retailers’ association plans to 
appeal in an attempt to have the valid- 
ity of the act upheld by the higher 
courts. 


Suedes Sell in Chicago 


CuIcAGO—Suedes in wide straps and 
high and flat heels continue their popu- 
larity here as the season moves on. 
O’Connor & Goldberg are showing a 





DATES TO REMEMBER 


Shoe Fashion Guild Spring Style Showing 
Waldorf-Astoria Hotel, N. Y., 
Nov. 18, 19, 20, 1935 


National Shoe Fair and Joint Convention, 
National Shoe Retailers Association 
and National Boot & Shoe Manufac- 
turers Association, Chicago, 

Jan. 6, 7, 8, 9, 1936 


Michigan Retail Shoe Dealers Association 
Convention, Detroit....Jan. 12-13-14, 1936 


Indiana Shoe Buyers Week, Indianapolis, 
Jan. 26, 27, 28, 1936 


Northwestern Shoe Retailers Regional 
Association Convention, Hotel Radis- 
son, Minneapolis ...... Feb. 2, 3, 4, 1936 


Middle Atlantic Shoe Retailers Associa- 
tion 22nd Annual Business Meeting and 





Exhibition, Hotel Adelphia, Phila- 
delphia ............ Feb. 10, 11, 12, 1936 
brown suede with built-up leather 


heels and wide strap with side buckle 
with small dot trim at $5.50. 

Wolock & Bauer feature an ex- 
tremely high heel suede with wide pat- 
ent strap, otherwise plain except for 
center vamp and toe trim. Colors are 
dubonnet, green, black and _ brown. 
Priced at $10.75. 

Saks-Fifth Avenue are showing a 
stub toe and high heel model that gives 
the effect of being blunt, yet chic. It 
has a turned-down collar effect at the 
throat and is trimmed in braid on toe, 
top and heel. Colors are wine, green, 
blue, black or brown suede with match- 
ing aoutache braid. Priced at $14.50. 

Marshall Field & Co. show four new 
suedes in flat heels. One is a feminine 
T-strap open shank and leaved vamp 
in black or brown at $12.75. A tie 
oxford with punch dot trim of the 
ghillie type is shown in oxblood, green, 
or brown at $10.50. A low pump of 
streamlined design and broad bow in 
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NATIONAL NEWS 


black or brown alligator with suede 
quarters is featured at $12.75, and an- 
other built along the lines of a man’s 
pump with wide bow comes in plain 
black, brown or green suede or black 
calf patent at $11.75. 


New Family Shoe Store 


CINCINNATI, OHIO—Dan Cohen’s 
new and attractive family shoe store 
at 1126 Main Street had its opening 
recently, with souvenirs for the kiddies 
and music for all. Cohen’s have been 
in business for 40 years and this is one 
of their group of stores. They carry a 
complete line for men, women and chil- 
dren. They are now featuring women’s 
shoes in black, brown and navy, in 
suede and kid, at $1.99; children’s 
oxfords at $1 and $1.49; and “Times 
Square Shoes” for men at $1.99 and 
$2.99. 





Merges Stores 


PITTSBURGH, PA.—Sam Levine, presi- 
dent of the Pittsburgh Shoe Retailers’ 
Association, united his two downtown 
stores into one, with the present loca- 
tion in the Roosevelt Building. His 
staff is now kept busy handling the sale 
of his stock from his second store and 
making preparations for the Fall. 


Rodgers Returns to Decatur 


DECATUR, ILL.—Richard W. Rodgers, 
formerly of this city, has returned to 
his native city to become manager of 
Feltman-Curme Shoe Company. Two 
years ago he went to Chicago for spe- 
cial work at Northwestern University 
and became associated with the Felt- 
man-Curme Company in that city. The 
Decatur store is a branch. 





Shoe Store Sold 


WATERTOWN, WIs.— Eugene Meyer, 
for many years operator of the Meyer’s 
Shoe Store here, which was established 
by his father, has sold the business to 
the National Shoe Stores, Inc. The con- 
cern has bought the business outright 
and Herman Eisenberg has been named 
manager of the store. 
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Look for these three seals. When 
shown together they are a bona 
fide guarantee of quality. 
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MMEDIATE turnover and surer profits are words 
synonymous with the MYERS Line, as any buyer who 
handles our shoes will tell you. 
tive to explain the famous MYERS ACCOUNT PLAN 
--it's the Profit Plan of Plans! 





SEAMLESS OPERA---$2.50 


9060 - - Pat. Leather 
9061--Black Calf 
9065 - - Black Suede 
9067--Brown Kid 


20/8 Spike Heel--Widths AAA toC 


Delivery At Once 





Write for a representa- 





MARINA STEPIN---$2.65 
9252--Blue Kid All Over 
9255--Blk. Suede--Blk. Cf.Tr. 
9256--Br. Suede--Br. Kid Tr. 


20/8 Continental Heel--Widths AAA to B 
Delivery At Once 
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WOMENS A NOVELTY 


SHOE HOUSE 
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Leather Men to Make Plans 
for Charity Drive 


New York—Leading members of the 
hide and leather industry will attend 
the dinner of the committee of the 
Leather, Hides and Skins Division of 
the Business Men’s Council of the Fed- 
eration for the Support of Jewish 
Philanthropic Societies, to be held on 
Thursday, Oct. 3, at the Harmonie 
Club in New York City. 

George B. Bernheim, of R. Neumann 
& Co., chairman of the committee, ar- 
ranged the dinner in order to complete 
organization and to map out the indus- 
try’s program for the Fall campaign 
of Federation. Two million, six hun- 
dred thirty-six thousand dollars must 
be raised by Federation this year in 
order to carry on the work of its 91 
affiliated charitable institutions. 

“Every important figure in our in- 
dustry must be enrolled to work for 
Federation and contribute to it, if we 
are to make a showing worthy of the 
industry and its reputation in the com- 
munity,” Mr. Bernheim said in sending 
out his invitations. 

Associated with Mr. Bernheim on the 
committee are: Associate chairman, 
Robert S. Arbib, of J. H. Rossbach; 
George W. Drucker, of Hess & Druck- 
er; Louis J. Robertson, of Robertson, 
Inc. Members, Robert E. Binger, of 
Allied Kid Co.; Hugo Brand, of Hugo 
Brand Leather Co.; Marcus A. Hey- 





man, of Marcus A. Heyman, Inc.; Mil- 
ton R. Katzeberg, of Jacob Stern & 
Sons; Milton Kaufman, of Kaufman & 
Falk; Samuel Kline, of Kline & Co.; 
William Marbes, of Meyer Hecht; Sid- 
ney New, Jr., of New Castle Leather 
Co.; Harry J. Rashti, of Rashti Bros. 
& Co.; Charles Schwab, of H. Elkan 
& Co.; Alfred E. Greene, of Emil 
Buschoff & Co.; Emil Buschoff, of 
Emil Buschoff & Co.; Armand Schmoll, 
Jr., of Schmoll Fils Associates, Inc.; 
Joseph Fischer, of Schmoll Fils Asso- 
ciates, Inc.; Harry Getzov, of Radiant 
Leather Co.; Irving J. Fife, Leo Arn- 
stein, Enrico A. Stein and Lester A. 
Strasser. 





Celebrates Diamond Jubilee 


WALLA WALLA, WASH.— With a 
parade of the newest shoe fashions, 
Gardner & Co., of this city, held its 
Diamond Jubilee celebration this Sep- 
tember. The 75th anniversary was the 
occasion for a shower of congratula- 
tions upon this pioneer firm. 

W. B. Kent, manager of the dis- 
tinctive women’s shoe department, has 
been with the company for the past 
seven years—ever since he came from 
Meier & Frank in Portland, Ore. The 
city, state and local chamber of com- 
merce poured in their congratulatory 
comments, while large national shoe 
manufacturers took occasion to contrib- 
ute to the jubilee locally with spec- 
tacular shoe advertising. 





A New Principle in 


Shoe Service 
[CONTINUED FROM PAGE 28] 

diately to be normal also. Simply be- 
cause the confined sand forced away 
from the points of heavy pressure, such 
as the heel, ball and outer border of 
the sole, is forced up under the places 
where natural pressure is least, lifting 
the flat arches and conforming to the 
normal individual footprint—eliminat- 
ing foot strain at the weak points and 
promoting normal foot health. 

“As a result, in weak or flat fect, 
Conformal exerts a permanent upward 
lift to those parts where trouble is 
caused by weak and sagging tendons 
and ligaments. The arches are raised 
naturally and the weight is carried 
evenly and proportionately on the soles 
of the feet. The plastic insoles solidify 
to flexible, resilient form, furnishing a 
permanent corrective and individual 
imprint of each foot.” 





Color Features Men's Report 
[CONTINUED FROM PAGE 44] 
elimination of destructive mid-season 
sales policies on seasonal merchand se 
and a concerted and determined eff. rt 
to promote the appreciation of style in 

shoes in minds of American men. 
Your committee wishes to expr:ss 
its gratitude to the men’s fash on 
authorities and leather experts who 
were so helpful in this report. 
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CS turns burning cal- 
louses into Profits and creates 





satisfied repeat customers. 


Order a run of sizes now! 


Write today for FREE Booklet ““Here’s How” 
List Price $6 Dozen Pairs Retail Price $1 Pair 


WIZARD COMPANY 


St. Louis, Missouri * Walsall, England 
Canadian Distributors: Canadian Specialties, Ltd., 
49 Sanford Avenue S., Hamilton, Ont. 





What's New 
New Lining Method 


Boston—Irving C. Paul, Sr., has 
developed a new method of lining shoes 
which is said to do away with certain 
objectionable features in connection 
with the lining of bal oxford, making a 
smoother inside finish, a more attrac- 
tive shoe and one that is more appeal- 
ing to the customer, both from the 
standpoint of comfort and good looks. 
The method is already in use in several 
factories in the United States and 
Canada. It is known as the Irving 
Paul lining method. 

This new lining is said to reduce the 
fitting room costs and increase produc- 
tion, eliminate lasting room troubles 
due to tight or loose linings and pro- 
duce a finished shoe much clearer and 
smoother both inside and outside. 

The shoe has a better feel on the 
foot, it is claimed, as it does away with 
toe seams and bunches at the throat 
of the vamp. Among the other advan- 
tages claimed are: A uniform counter 
allowance, avoiding tight or loose lin- 
ings. A free quarter lug with no vamp 
lining attached to interfere in putting 
the eyelets in the quarter. Eyelets in- 
serted without interference, just as is 
done in a blucher upper. No bunch or 
tightness at throat of vamp. No slid- 
ing of tongue to either side of quarter. 





Patent applications have been filed 
covering all features of this lining 
method. 





Shoe Companies Receive 
Contracts for Army Shoes 


WASHINGTON, D. C.—Robert Fech- 
ner, director of Emergency Conserva- 
tion Work, has announced the War 
Department has awarded contracts for 
the purchase of 562,500 pairs of shoes 
for the use of the Civilian Conserva- 
tion Corps this Winter. The con- 
tracts call for the delivery of regular 
army service shoes with rubber heels. 

The following shoe manufacturing 
companies received contracts for parts 
of the total purchase: 

The Chippewa Shoe Manufacturing 
Company, Chippewa Falls, Wisconsin, 
was awarded a contract for 20,000 
pairs of shoes, at a total purchase of 
$51,200. 

The R. P. Hazzard Company, Gardi- 
ner, Maine, was awarded a contract 
for 35,000 pairs of shoes at a total pur- 
chase price of $87,850. 

The Joseph M. Herman Shoe Com- 
pany, Boston, Mass., was awarded a 
contract calling for 150,000 pairs of 
one type of shoe, at a total purchase 
price of $371,850, and 33,200 of another 
type at $85,656. 

The Endicott-Johnson Corporation of 
Endicott, N. Y., was awarded a con- 








tract for 201,900 pairs of shoes at a 
total purchase price of $507,778.50, and 
another contract for 122,400 pairs of 
shoes at $307,836. 

Delivery on each of these shoe con- 
tracts is to be completed by November 
25 or 26. 







Shoe Department Wins Contest 


LOUISVILLE, Ky.—In the quarterly, 
store-wide department contest, recently 
held at Kaufman-Straus Company, the 
shoe department won first prize. Com- 
petition was keen and honors were 
strenuously contested. The shoe de- 
partment showed cleverness in drawing 
on the other departments to emphasize 
its merchandise. Grouped with the shoes 
were matching dress material, hose, 
hats, purse, gloves, bracelets and hand- 
kerchiefs. Merchandise was arranged 
in shadow boxes, each box showing a 
harmony of a single color and accessor- 
ies with shoes. 






























New Assistant Manager 


OMAHA, NEB.—The appointment of 
Charles Pederson as assistant store 
manager has been announced by the 
Fontious Shoe Stores company, 1507 
Farnam Street. He has been associat- 
ed with retail shoe sales for more than 
15 years, of which the past five have 
been spent in Omaha. 
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IN-STOCK IN BLACK AND BLUE 


TO RETAIL AT $2.50. 
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R. P. —_—" Advocates Modern 
Home Buying 


Old Orchard, Me.—R. P. Hazzard, prom- 
inent shoe manufacturer, in the large living 
room in the newest type of prefabricated 
house, fully electrified, which he has set up 
on his estate at Grand Beach, Old Orchard, 
Me. With an abundance of windows look- 
ing out on the ocean, this living room modern- 
istically furnished, measures 20 feet by 12 feet. 
Mr. Hazzard is shown twisting the dials on the 
built-in radio, one of the space-conserving 
features of the "Motohome," which he be- 
lieves will bring the American family back to 
the home when mass production gets under 
way. This prefabricated dwelling is the novel- 
ty of 1935. It is fireproofed and has many 
features such as air-conditioning system, auto- 
matic control of heat and humidity, sound- 
proof walls, scratch-proof floors, washable wall- 
paper and convenient arrangement of house- 
hold fixtures. Additional rooms may be con- 
veniently added as required. 





Change Beneficial in Shoe Shop 


OMAHA, NeEB.—Psychology is the 
right-hand man of the shoe merchant, 
according to ee Sem. manager 
of the B Shoe Shop in the 
Brandeis Department Store. 

This shop has been completely 
changed around this Fall, using psy- 
chological methods. Located at the en- 
trance of the large department store, it 
was found that customers were passing 
directly into the store without noticing 
the shoe shop. Therefore, the appear- 
ance of the shop was changed by plac- 
ing lattice work entirely around it. 

“We find that people notice the dif- 
ference,” says Mr. Bank, “and they stop 
to look at the shoes through the lattice- 
work and then are drawn inside. 
Change is a significant thing in a shop 
of this kind. You can’t let your store 
get commonplace so that people take 
it for granted. Change must be main- 
tained. As soon as the people get en- 
tirely familiar with this lattice-work 
we will have something else to change 
the appearance and draw attention.” 

Inside the shop the arrangement of 
the chairs has been dealt with psycho- 
logically. Bank found that people did 
not like to sit in straight rows. It was 
too stiff and too much of the conversa- 
tion of one customer could be over- 


heard by the customer in the rows of 
chairs directly opposite. So the chairs 
have been arranged in groups of four 
and five. Some are placed in circles, 
some with backs to each other and 
others in groups of two and three. 
“We find that our customers are 
commenting on this arrangement an‘ 
their comments are very complimentary. 
Each customer feels that she is being 
given individual attention and that she 
is set off from everyone else in the 
store. It is proving very successful.” 


Fall Promotion in Lincoln 


LINCOLN, NeEB.—Retail shoe me’- 
chants of Lincoln cooperated in opening 
the Fall shoe season, and among the 
publicity features was an attractive 
shoe section in the Lincoln Sunday 
Journal and Star. This newspaper pu)- 
lished special editorial articles on Fal! 


‘shoe fashions, and the section carricd 


the advertisements of leading ret:’! 
shops. 

The promotion was undertaken «t 
the suggestion of Paul Kernan of Ha:'- 
ings, Neb., president of the Nebraska 
Shoe Retailers Association, and ws 
handled by a committee of local shoe 
men consisting of Dan Haney, Haro 
Magee and Fred N. Wells. 
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Burt's Opens New Branch 


CINCINNATI, OHIO — Burt’s Shoe 
Stores, member of a national chain of 
shoe stores, opened their new store 
at 30 West Fifth Street recently. 
Jacob Koven of Detroit is manager 
and Howard Schultz and Lewis Platkin 
assistant managers. President Harry 
Edison, present for the opening, as well 
as the local management, expressed en- 
tire satisfaction at the number of sales 
made opening day. The store occupies a 
fou:-story building three floors of 
which are sales rooms, containing 
about 4000 square feet of floor space, 
devoted to the sale of women’s shoes. 
The Colonial sidewalls and ceilings are 
in canary and white, which, together 
with the tan shelving, rose and green 
floor coverings, and _ reddish-brown 
leather upholstering, make pleasing and 
modern salesrooms with a capacity of 
200 chairs. Air conditioning is another 
attraction. They employ more than 
100 people, all Cincinnatians. 

They are featuring Pari-smart shoes 
at $2.65 and Value-Best at $1.99. 
Suedes in black and brown colors are 
selling best. The store also sells 
women’s bags and hosiery. Overnight 
cases were given as souvenirs with 
every purchase of $2.65 shoes. 


Spaniel Tan Featured at Fyfe's 


Detroit, MicH.—The new shade of 
spaniel tan, selected by the national 
men’s style committee, is getting a big 
play from R. H. Fyfe & Company. 
Unique advertising, featuring the 
sporting tie-up with dogs, is being used 
considerably. In addition, effective 
window displays devoted to this shade 
are being used, Steven. Jay, manager 
of the men’s department, reports. 
Fyfe’s is capitalizing heavily on the 
seasonal popularity of this unique 
shade and displaying a sense of timely 
merchandising in doing so. 

Boucle leathers are proving impor- 
tant items in the men’s departments, 
Mr. Jay said. This applies especially 
to the one-material shoes, in both 
brown and black shades. 


Willenborg Shoe Store at 
Effingham Discontinues 


EFFINGHAM, ILL.—The Willenborg 
Shoe Store here, which has been operat- 
ed by members of the Willenborg fam- 
ily for half a century, first under the 
management of A. Willenborg, then 
under Wiliam Willenborg, has been 
discontinued. The stock was sold to a 
Chicago firm. 

The vacated store is now being re- 
modeled by the McGoy Central Shoe 
Company, headed by F. A. McCoy of 
Mount Carmel. The firm operates 
stores in Centralia, Jacksonville and 
Robinson and aims to be ready for 
business in Effingham toward the end 
of September. 


Rogers Shoe Co. Installs 
New Store Front 


York, Nes.—Rogers Shoe Co. has 
just completed one of the most modern 
shoe store fronts in the middle west. 


The space above and below the windows 
is finished in black mirror glass with 
aluminum fittings. The window is mod- 
ernistic in design, with a Spanish finish 
to the building. . 

Indirect lighting is provided for the 
sign and upper part of the building. 
The front was installed by the Western 
Paint & Glass Co., Lincoln, Neb. 


Brown Ensemble Sells 
Brown Bucks 


Pomona, CALIF.—C. H. Shirley, man- 
ager of the Nunn-Bush department in 
the John P. Evans men’s store here, 
has been very successful this Fall with 
brown buck shoes with crepe soles, due 
partly to clever ensemble displays fea- 
turing brown throughout. 

The shoe is a type that needs drama- 
tization, Mr. Shirley thinks, and in win- 
dow displays it is always shown on 
attractive lemon colored panels with 
matching accessories including a brown 
belt of similar material, brown garters, 
brown suspenders, and brown wrist 
watch strap. 


Bay City Store Moves 


Bay City, Micu.— Miller’s Ortho- 
pedic Shoe Store of this city, has 
moved from 1620 Woodside Street, 
their location for the past 28 years, to 
a more centrally located and larger 
quarters at 414 Center Street in the 
downtown section. 

A complete line of better grade shoes 
is carried and H. Miller, owner and 
manager, also manufactures special 
corrective and braced shoes. Increased 
business made this move necessary. In 
the short time he has been in the new 
location, business has more than justi- 
fied this change. 





THE VOICE OF 
“ApEn  ency 


S. J, Brouwer, 


nationally known 

shoe merchant 

of Milwaukee 
Wisconsin 


“We have been carrying fire 
National 
Insurance 


insurance with the 
Mutual 
Company for quite some time 


Retailer's 


and are pleased to note the 
growing strength of the organ- 
ization. 


“These days, when it behooves 
everyone to be thrifty, the sav- 
ing on premium in the Na- 
tional Retailer’s Mutual In- 
surance Company is a very 
much appreciated feature.” 


This million dollar, legal reserve, 
mutual Insurance company writes Fire 
insurance and allled lines for high- 
Grade shoe merchants under dividend- 
paying policies. 


TUAIMIN SHITIWLUY TWNOILWN 


Write us about your Automo- 
bile, Casualty and Fire insur- 
ance needs. No obligation is 
involved. 


INVUNSNI 


JAMES 8S. KEMPER, PRESIDENT 
Mutual Insurance Bidg., Chicago, U.S.A. 


NATIONWIDE SERVICE FACILITIES 


ANWdINO) 
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Bowling Shoes 
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BOWLING SHOES 
PRICE | 
Men's Women's Oxfords— 
63.85 $2.25 6¢ less 
Combination Sole 
Right Feet 
Rubber Sole 
Rubber Hee! 
Left Feet 
Buckskin Sole 
Rubber Heel 
BROOKS SHOE MFG. Co. 
wanses & Ritrer Sts.. Philadelphis 
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Men's and Women's 
Slippers 
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EVANS’ SLIPPERS 
Hand Turned, Cement 
A or Padded Sole 
For Men, Women, Children 
77 Styles in Stock 


Send for Catalog 
No. 1605, 
Padded sole 
opera 
Tan and Black, 
6-12 D. 
$1.25 


L. B. EVANS’ SON CO. 
Wakefield, Mass. 
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Trade 
Literature 


New Catalogs 


Orthopedic Shoes, Inc., has issued an 
attractive new catalog featuring its 
various lines of in-stock styles for Fall, 
1935, including Ground Gripper, Physi- 
cal Culture, Cantilever and Dr. Kahler 
Shoes. The book is bound in red, ivory 
and gold, beautifully printed on fine 
coated stock and profusely illustrated 
with pictures of the various styles and 
photographs showing their corrective 
features. It also contains merchandis- 
ing and fitting information. 

The Selby Shoe Company of Ports- 
mouth, Ohio, has issued separate cata- 
logs on its Arch Preserver, True-Poise 
and Styl-Eez lines. All of these cata- 
logs are complete and attractive, and 
the Arch Preserver catalog is of 
special interest by reason of the fact 
that it was produced in the company’s 
own printing plant. It is an excellent 
job with an attractive cover in blue 
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Rubber an See Better Business 


Beacon Falls Rubber Footwear salesmen who attended recent sales meeting in New York, 
photographed with advertising set-up. window display material, etc., for the coming season, 


New York — Beacon Falls Rubber 
Footwear Division of United States 
Rubber Products, Inc., has just com- 
pleted a series of successful sales meet- 
ings in New York and Chicago, where 
the new line of Grips for 1936 was 
shown. Announcement was made of 
the continuation of the Grips Athletic 
Club for at least another season. 


Salesmen attending these meetin 
were optimistic regarding the futur 
and reported a distinct business j 
provement over last year. They 
that the Beacon Falls policy of 
porting the independent retailer 
offering an exclusive sales franc) ise 
wherever possible has met with the 
proval of a great many retail shoe 1 





and gold and the shoe illustrations are 
unusually smart and attractive. 

Queen Quality Shoe Company and 
Dorothy Dodd Shoe Company, both of 
St. Louis, have issued artistic catalogs 
of pocket size, covering their compre- 
hensive lines of women’s shoes for Fall 
and Winter. 


Manual for Retail Salesmen 


The experience of the Walter Booth 
Shoe Company has been that retail 
salesmen get much more benefit from 
a manual that uses good photographs 
to present only the most important in- 
formation, as compared with an elabor- 
ate, comprehensive manual that re- 
quires considerable study. The type of 
pictures employed and the method of 
giving the retail clerk a simple demon- 
stration he can use, is shown by the 
illustrations on this sheet. 

The sixteen-page manual starts out 
by giving the retail salesman four rea- 
sons why he should use this demonstra- 
tion. The next ten pages are devoted to 
the actual selling demonstration, each 
successive sale being described and 
illustrated. Each page gives the sales- 
man the necessary statement to be 
made with each simple step in the 
demonstration, and what he is to do 
at the same time is told in smaller type 
at the bottom, as well as in the illus- 
tration. 

After the basic part of the demon- 
stration, the next six pages are devoted 
to illustrating various additional sell- 
ing points and things to do to supple- 
ment the demonstration—showing the 
construction of the shoe, how the shoe 
provides for the three points of con- 
tact of the foot on the ground, etc. 

The cover design shows a customer 
coming into the store, and the back 
cover shows a satisfied customer going 


out with his purchase. The page size 
is 4% in. x 7 in., a practical size 
cause the manual fits the pocket and 
is easy to put away in a handy } ace 
for reference purposes. Hoffmai: & 
York, advertising agency, Milwaukee, 
prepared the manual. 


50 eas 


for FALL SHOE 
PROMOTIONS 


$ 


A brand new book of advertis- 
ing and display suggestions 
that play up the selling points 
of the new Fall shoes, to use in 
September, October and No- 
| vember. Fully illustrated with 
| sketches. 
| 








EVERYTHING IN IT IS UP TO THE MINUTE 


BOOT AND SHOE RECORDER 
239 W. 39th St., New York, N. Y. 


' Here’s my dollar. Send me 50 IDEAS 
1 for FALL PROMOTION, 


Orders without remittance will 
be sent C.0.D. plus postage. 
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Novel School Opening Display 


SEATTLE, WASH.—The Junior Boot 
Shop of Olive Way, Seattle, catering 
to little feet wending their way back 
to the schools this September, staged 
a spectacular school opening celebra- 
tion at the store on Olive Way this 
week. 

(sin other window decorations that 
appeal to the wee folks, little dolls 
weve used by the Junior bootery, with 
its footwear specially for the folks 
going to school. The dolls were dressed 
to represent pupils in a classroom. 
There was one doll, dressed as a 
tex:cher, with spectacles, desk and plat- 
form, American flag, and blackboard. 
Ore doll was a pickaninny scholar, 
wii) wiry pigtails sticking out above 
he» neck. 

/ritten in script by chalk on the 
bleckboard is the thought: “Good 
Shees plus Good Fitting—Good Feet” 
an! this is marked “100 per cent cor- 
rect” by the teacher. Other interest- 
ing facts anent the footwear and chil- 
dren’s careful fitting get across more 
readily by means of the writing on the 
bleckboard, to which eyes of the win- 
dow shopper turn while gazing at the 
timely exhibition. 


J. J. Thompson Recovering 


CHIcAGo—J. J. Thompson, manager 
of Hanan and Son shoe store at Wabash 
and Madison Streets, has been on the 
sick list for the past four weeks. His 
many hundreds of friends among the 
shoe men of the country will be glad 
to know that he is making a rapid re- 
covery up Michigan way and will be 
back at his desk in about two weeks. 


Adopts One-Price Policy 


CHICAGO — Palmer Boot Shop of 
this city has recently embarked on a 
one price policy. The acceptance of 
this venture by their customers has 
been most gratifying, according to 
George Teeters, manager of the store. 
On the past two Saturdays the sales 
have been much higher than they were 
on Kaster Saturday this year. 

The new price set-up calls for all 
shoes being sold at $4.98 and all shoes 
shown are high styled, fast numbers. 
The best sellers so far have been the 
round-toe broad strap, high heel num- 
bers, all with built-up leather heels. 
Colérs have sold in the following order: 
Black, brown, grey, green and dubon- 
net. Suedes have been the leaders as 
far as leathers are concerned with a 
goodly splattering of fabrics. 

With the new set-up it has been 
necessary to add 12 regular clerks and 
two hosiery girls to the sales force. 
The two most popular colors in the 
hosiery picture so far have been fawn 
taupe and Hindustan. 

“IT expect the best fall business this 
year that we have experienced in many 
years,” was the answer of Mr. Teeters 
when asked what he thought of the 
future, 
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Saifer Takes Cole Line 


CuIcaco—Dave W. Saifer, well 
known for many years throughout the 
shoe trade of the country, has recently 
taken the complete line of shoes made 
by the B. E. Cole Co., of Norway, Me. 


DAVE W. SAIFER 


This company makes Littleway lock 
stitch high styled women’s shoes for the 
volume trade to retail at $3 and $4. 
Dave will carry this line throughout 
the entire South, Central West and the 
Far West, and he will make his head- 
quarters in the Republic Building, 
Chicago. 


Buys Michigan Store 


VANDERBILT, MicH.—F. H. Sisson, 
owner of the Sisson Shoe Store, has 
purchased the store at Vanderbilt, 
Michigan, formerly owned by Yuill 
Bros. and has completely remodeled 
and redecorated the building. He has 
also stocked a complete line of shoes 
and furnishings. 

Mrs. Calkins, who managed the store 
7 years for the former owners, has been 
retained as manager of the new store 
by Mr. Sisson, who intends to build a 
real footwear business in Vanderbilt 
as he has in Gaylord by carrying a 
complete line of good shoes and selling 
them right. 


Increase in Quality Sales 


OMAHA, NEB.—‘This Fall the retail 
shoe man happily finds himself past 
the period in which women quibbled 
over the prices of shoes,” says J. H. 
Madden, manager of the shoe store of 
Hayden Brothers. “We find that the 
woman is looking for quality this year 
and we do not have the bickering about 
the price of shoes that we had last 
year. Times seem to be getting much 
better and we are selling better shoes.” 

This store reports that suedes are 
the most popular material called for. 
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Children's Footwear 
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MRS. DAY’S IDEAL BABY SHOES 
Infants’ Soft Soles.. 0-3 
intermediates ...... 1-5 
Flexible Hard Seles 2-6 


Send for In-Bteok 
Catalog 


DAY’S IDEAL BABY 
SHOE C 
Danvers, 


MRS. 
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Higbee Presents New Line 


CLEVELAND, OHI0—The Higbee Co. 
has been appointed exclusive dealers 
here for the new “Rhythm Step” shoe, 
manufactured by Johnson, Stevens & 
Shinkle of St. Louis. 

The Cleveland department store in- 
troduced the line to the local public 
with special window displays and a 
full-page ad in the Cleveland Plain 
Dealer. 

According to J. V. Murphy, women’s 
shoe buyer for Higbee’s, “Rhythm Step” 
shoes received a tremendous play the 
first week from women of all ages. 














One of the attractive window displays used by the A. Polsky Company in their re 
store-wide Fall shoe promotion. 


AKRON, OH1I0O—During the week of 
Aug. 12 to 26 the A. Polsky Company, 
department store at Akron, put on a 
special store-wide fall promotion on 
Vitality shoes for women, men, boys 
and children. Their program included a 
plan to get every store employee in- 
terested in wearing and talking these 
shoes. A suggestion-card system for in- 
terdepartmental use was found effec- 
tive. Cash prizes were awarded to the 
persons selling the most pairs as a 
result of the suggestion card. Weekly 
meetings of all of the store employees 
were held at which time the winners 
were announced and prizes awarded. 
These meetings also afforded the em- 
ployees the opportunity to get first- 
hand information about the lines. 

Additional weekly contests were con- 
ducted within the shoe department. 
Here again cash prizes were given to— 
(1) the salesperson selling the largest 
number of pairs; (2) the salesperson 
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Special Shoe Promotion Succeeds 





















selling three or more pairs to one cus- 
tomer; (3) the salesperson selling the 
most pairs to one customer. 

The publicity phase of the promo- 
tion included three beautiful window 
displays designed to show the brezdth 
of the line by the multiplicity of styles. 
Mailing inserts were sent out telling 
15,000 Akronites that A. Polsky ( om- 
pany is the exclusive agency for these 
shoes in Akron. These inserts were also 
placed in every package going out of 
the store. Six newspaper ads were used. 
Two half-hour style shows were held 
daily in the women’s department ur- 
ing the first week of the promotion. 
Free foot inspection by the store chirop- 
odist was also offered. Special displays 
were set up throughout the store at im- 
portant traffic points. 

The store management reporis a 
splendid reaction on the part of the 
public and of course a sizable inc: case 
in sales was recorded. 





Wide Straps in Chicago 


CHICAGO, ILL.—Wide straps and large 
buckles are plentiful among the fall 
showings this year. O’Connor & Gold- 
berg, at the 23 Madison East store and 
the Sheridan Road Bootery, are show- 
ing a wide belted oxford of antelope 
with high heels, in green, brown and 
black. Priced at $14.75. Marshall Field 
& Company’s, fifth floor shoe salon is 
featuring a broad strap center buckled 
pump in the new high cut, in black or 
brown at $11.50, and a broad strap 
pump with side buckle, trimmed with 
two rows of perforations, in patent 
underlay with black or brown suede at 
$10.50. 

Another smart number is a suede tie 
oxford with alligator trim. Priced at 
$13.50. An open throat number is 
shown in one-strap with small side 
buckle, in patent trim and gray stitch- 
ing on black suede at $11.50. In the 
low heel class comes a smart perforated 


ghillie, high cut, in brown, green or 
burgundy at $10.50. 

I. Miller is showing a glove fitting 
kiltie tongue oxford, of the swagger 
sports type, cut high, in brown, !lack, 
gray or fawn. Priced at $8.75. 

Cutler’s are featuring a men’s bronko 
flat with monk strap, big brass eye- 
lets, wide heavy soles and roomy round 
toes, in brown calf with brown buicko, 
all over brown heather grain, brown 
bucko and in black heather at $3.7). 


——__——- 


In Larger Quarters 


Boston, Mass.—Langer Lippma® Co., 
one of Boston’s leading specialty shoe 
wholesalers, is removing to ‘«rger 
quarters in the Albany Building. 163- 
167 Lincoln Street. In addition ‘« the 
large street floor salesroom, it will 
occupy a portion of the fifth floo: as 4 
stockroom. 
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Clip Holders 


the floor. 


The Polly Shoe Holder is 
perfect for displaying the 
soles of golf, arch, branded 
and fibre-soled shoes. Will 
not fall over. 


One Dozen @ $3.00 
Half Dozen @ $1.65 





Merchandising Aids 


These items will help you to effect a 
professional window trim. 


This adjustable clip tilts at 
for Price Tickets any angle. It may be placed 
anywhere on the shoe, or on 
It is non-rustable. 
One Gross @ $4.00 
Half Gross @ $2.25 


(Check with order, please, unless C.O.D. preferred) 
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TIRELESS TREAD FEATURES 


JOSIE In Stock 


No. 249—Black Kid, Self Stitched 
No. 349—Brown Kid, Self Stitched 
150 Last, 16/8 Cuban covered heel 
Where fashion meets special features. 


=@ RETAILERS..WITH A POSITIVE PROFIT 


HOGE-MONTGOMERY CO. Ine. 


KENTUCKY 





Obituary 


Jay A. Wiggins 


CASPER, Wyo.—Jay A. Wiggins, 
whose business style, “Wiggins Your 
Shoe Man,” was known, through per- 
sistent advertising, throughout much of 
central and northern Wyoming, died 
suddenly of a heart attack. He was 49. 
Coming to Casper in 1920 from Iowa, 
he bought the business building in 
which for fifteen years he conducted a 
successful business. 


William Gelin 


SPRINGFIELD, Mass.—William Gelin, 
68, for 35 years a retail shoe dealer 
here, died suddenly September 9. He 
was a member of Springfield Lodge of 
B’nai Brith since its organization and 
served as its secretary for 22 years. 
He was a member and past president 
of the City of Homes Association and 
formerly belonged to the Toto Tribe of 
Red Men, serving for 15 years as 
treasurer of that tribe before it went 
out of existence. 

One of the organizers of the United 
Hebrew Charities, now known as the 
Jewish Social Service Bureau. Mr. 
Gelin served as secretary of the former 
organization since its inception and 
was one of the directors of the suc- 
cessor organization. He was executive 


secretary of the Y.M. and Y.W.H.A. 
for several years and was a member of 
Bay Path Lodge of Odd Fellows, Beth 
El Temple, and several other local or- 
ganizations. Mr. Gelin served on the 
committee for revision of the city char- 
ter a number of years ago. 


Edwin D. Lines 


BuFFALO, N. Y.—Edwin D. Lines, 
formerly engaged in the retail shoe 
business in Jamestown, N. Y., died in 
that city Sept. 13. In late years he 
had been connected with a metal manu- 
facturing business. He was 65 years 
of age and is survived by a widow, two 
daughters and one son. 





Shoe Salesmen's Association 
Reorganized 


ATLANTA, GA.— Reorganization of 
the Atlanta Shoe Salesmen’s Associa- 
tion, which has been dormant for a 
number of years, was effected at an 
interesting dinner meeting held at the 
Hotel Ansley at 7 p.m. on Thursday, 
September 12. 

Marshall Walker, manager of the 
men’s shoe department of the George 
Muse Clothing Company, called the 
meeting to order, and C. E. Hadaway, 
manager of Harper’s, was elected tem- 
porary and later permanent president 
of the new organization. Other officials 


of the association are to be selected by 
Mr. Hadaway at a later date, and will 
form a “steering committee,” to com- 
plete plans for the work of the associa- 
tion during the coming Fall and Winter. 
About thirty salesmen attended the 
opening meeting, from most of the city’s 
leading shoe stores and departments, 
and monthly meetings will be arranged. 


Present New Line 
With Novel Ad 


Detroit, MicH.—Announcing a new 
“1-2-3 Way of Walking,” J. L. Hudson 
Company’s. shoe salon introduced 
“Rhythm Step” shoes in a novel adver- 
tisement last week. Stressing the head- 
line, “An utterly new experience,” the 
ad was backgrounded by three cuts of 
walkers, in unobtrusive line drawings, 
with two large cuts of single shoes, 
and centered by three cuts showing the 
steps in walking. About fifty lines of 
text explained the features of the new 
shoe line. 


Moves to Larger Quarters 


Bic Rapiws, Micu.—Neubert’s Shoe 
Store has moved to new and larger 
quarters at 105 South Michigan Ave- 
nue. The new location has been com- 
pletely remodeled. New fixtures have 
been installed, a new marble linoleum 
floor has been laid, and a complete new 
front has been erected. 
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WALK TESTED 
TURNS 





Modern Turn Shoes That Fit 
W753 WILL _NOT GAP 
Ruby Kid New “SHORT BACK” Lasts 
30 STYLES Send for 
IN STOCK catalog 


LUMBARD SHOE CO. 


KUSH-IN-EZE 
HAND TURNED 


FOOTWEAR 
IN STOCK 
No. 202 Biack 
Kid $2.00 
VAUGHAN-TOWLE CO. 
WAKEFIELD, MASS. 1 
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Shoe Trees 


8 6 ES 


QUICK PROFIT ITEM « 50° 
SIMPLEX SHOE TREES RETAILER 
SELF ADJUSTING \V 


A Gentle Squeeze 
Inserts or Removes 










WRITE FOR Jp i 
SHE, LZ, Simplex 











159 NORTH MICHIGAN AVENUE* CHICAGO ILL 
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Dancing Shoes and Taps 


TAP DANCING THEO SLIPPER 


PATENT LEATHER 
1305—Childs’, 544/11 
$1.00 


1306—Misses’, 11%/3 
$1.05 


BLOG SHOE CO., INC. 


147 Duane St., New York City 








Streamlines Popular 


Los ANGELES, CALIF.—Breathing the 
spirit of the times, leaders shown this 
month at Wetherby-Kayser’s various 
stores have outstanding streamline 
trims, the keen effect of mirror-like 
patent on dull suede producing the 
effects sought. While this streamlining 
is much more conspicuous in blacks it 
carries itself well also on shoes of 
other colors. In addition to brown, 
which is selling exceptionably well, 


there is a good play on dubonnet and 
some demand for green. 
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Smart Kansas City Department 
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The new and modern women's shoe department in the Jones Store in Kansas City. 


Kansas City, Mo.—Probably one of 
the most progressive shoe departments 
in the United States for women’s and 
children’s shoes, that at the Jones Store, 
second floor of the Walnut Street build- 
ing, adjacent millinery and women’s 
better ready-to-wear, has recently been 
enlarged to accommodate additional 
lines and care for greatly increased 
business. Less than a year ago the de- 
partment was expanded and _ redeco- 
rated. The new improvements give it 
space substantially greater than found 
in most exclusive shoe stores. There was 
also added during the year, apart from 
the enlargement referred to, a separate 
“Modernette Shop,” on a _ balcony-like 
arcade adjacent to the department, for 
Modernettes, a shoe for young women 
produced especially for this shop and 
selling at $3.95 and $4.95. 

Another recent addition to the Jones 
Store lines is, D’Giovinni custom-made 
shoes, “created especially for the Jones 
Store” as the imprint says, and priced 
at $10.50. The reception of this line is 
said to have been very satisfactory, 
creating a following of customers who 
have always desired better shoes with- 
out paying $14.50 to $18 for them. 
Shoes by D’Giovinni are displayed in a 
wall case on a landing facing the few 
steps up from the second floor of the 





Main Street building to the second floo 
of the Walnut Street building. Thi 
landing opens also to the Modernett: 
Shop as well as to the shoe department 

An example of what can be done wit] 
shoes is reported on a recent sale, Aug 
29, when in one day nearly $5,000 wa 
taken in for women’s shoes. Asked t: 
what he attributed this extent of ac 
tivity in shoes, S. L. Epstein, buyer o! 
shoes, said: “Simply following out th 


first principles of good merchandising 


—give your customers the best they ca: 
possibly buy for their money—don’i 
exaggerate but tell the simple truth— 
give courteous attention. Above all, ii 
a customer should come back with a 
complaint, have her leave satisfied. ‘The 
customer reigns supreme,’ is the stand 
ard of the department.” 

The men’s shoe department of Jone: 
Store, for which Mr. Epstein is also 
buyer, has recently been moved fron 
a wall location adjacent the men’ 
clothing to a central position on the 
first floor, Main Street building. Th« 
space is thus more than doubled. Spe 
cial cases which form an enclosed sec 
tion were built for this selling area, 
providing a shoe store within a men’: 
and boys’ wear department, where cus 
tom-made shoes are sold together with 
more moderate-priced merchandise. 





New Store in Wichita 


WICHITA, KAN.—A. Wallenstein has 
opened a new and modern shoe store at 
126 E. Douglas Street, in the Bitting 
Building, featuring women’s shoes. The 
front and interior have been remodeled 
in the latest fashion for shoe stores. 
The walls are in cream, with maroon 
trim, chairs in mahogany with red 
leather upholstery and carpets in soft 
green. 

The store front is modern in design, 
with new awnings, attractive display 
windows and an artistic Neon sign. 








Mr. Wallenstein has been a successfu! 
shoe merchant in Wichita for man) 
years, specializing in correct fitting an 
featuring the slogan “Shoes That Fit.’ 


Ben Silverman Transferred 


LAKELAND, FLA.—Ben Silverman, 0 
Miami, bas been transferred from But 
ler’s in Miami to position of manage: 
of Butler’s Shoe Store, Lakeland. Jac! 
Arlen, former manager has been pro 
moted to another unit of the chain. 
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For 
“GOOD FORM” 


in 
Footwear Display 


Use Fairy Forms .... . the modern way 
to secure effective showing of smart foot- 
wear. 


The customer appeal of your merchandise 
is largely determined by the way you display 
it. Fairy Forms show shoes to fullest advan- 
tage and win many sales for retailers. Put 
them to work in your windows NOW and see 
how they smarten the handsomest shoes. 


SHOE FORM CO., Inc. 
AUBURN, N. Y. 


Manufacturing Branches 


FLEX-TO-FIT FAIRY LAST 


There is a Fairy Form for every 
type of shoe. Your choice of a 
variety of popular colors. Write for 


our catalog and display suggestions. 


United Last Co., Ltd., Montreal, Canada 


Frankfort 
Germany 
Mexico City, 


Northampton 
England 
Melbourne, Australia 


Paris 


France Mexico 








G. A. Melntire in Shoe 
Store Supply Business 


Boston, Mass.— Offices and sales 
rooms at 612 Atlantic Avenue have been 
opened by George A. McIntire, one of 
the best known shoe travelers in the 
East and president of the Boston Shoe 
Travelers’ Association. A general line 
of shoe store supplies is being carried, 
in addition to slippers. Trade outside 
of the Boston district will be handled 
by Mr. McIntire. Local trade will be 
taken care of by Mr. MclIntire’s son, 
William McIntire, who is associated 
with his father in the new enterprise. 


More Army Shoes Wanted 


30STON, MASS.—The Boston Quarter- 
master Depot of the U. S. Army has 
advertised for bids on 92,500 pairs of 
standard service shoes and an equal 
number of garrison shoes, contractors 
to furnish one pair of laces with each 
pair of shoes. Bids will be opened 
October 10. 


Shoe Store in New Location 


BIRMINGHAM, ALA.—Rich’s Shoe 
Store, in business in Birmingham for 
more than 50 years, has leased a new 
location at 2004 Third Avenue North, 
on the ground floor of the Watts Build- 
ing. The store is now located at 1922 
Third Avenue North. 


Heads Cincinnati Departments 


C. L. GROSS 


CINCINNATI, OHIO—The Fair Com- 
pany’s new women’s and children’s shoe 
department opened this month with C. 
L. Gross, Cincinnati shoe man of long 
experience, as the new manager. The 
department, which has been entirely 
remodeled and enlarged, has 2600 feet 


of floor space and a seating capacity 
of 75 chairs. Modernistic lighting, 
brown leather upholstery and green and 
tan walls and cases add to the attrac- 
tions of the interior. 

The children’s department is attrac- 
tively furnished and decorated. Mr. 
Gross is manager of both departments. 
Fifteen clerks are employed. 


Feature Quality Shoes 


PAWTUCKET, R. I.—“‘The featuring of 
quality, branded footwear is one way 
of elevating a shoe business from much 
of the competition of price-cutting 
which is prevalent on low-priced shoe 
lines,” says Jim Moran, Pawtucket, 
R. I., shoe merchant. 

Lowering the quality of the shoe 
stock, Mr. Moran tells us, invites a 
great deal of extra work with little in 
additional returns, merely because the 
volume in such shifts is not large 
enough to bring in the anticipated vol- 
ume returns. 


Adds to Floor Space 


ALLENTOWN, Pa.— Additional floor 
space for the shoe ‘department at H. 
Leh & Co., department store, is being 
provided by the erection of a two-story 
annex at the rear of the main building. 
This will become a part of the first and 
second floors. 
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Dancing and Bowling Shoes 
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BALLET SLIPPERS 

Right and Left Lasts 

Black Kid 

Ne. 600—Top Grade 
Wom. Miss Child. 
$1.35 $1.30 $1.25 
Wom. Miss Calld. 
$1.20 $1.15 $1.10 
Swanton and ‘Ritner, “Phliadotphle 













Buy a Nationally Known Brand 


We carry everything 
Im dancing shoes, also 
a complete fine of 
bowling shoes. 


Write for price list. 
ROVICK THEATRICAL SHOE CO. 








Manufacturers 325 W. Madison St., Chicage, III. 
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a Riding Boots 
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RIDING 
owen g 


IN-STOCK 





For Men, Women and 
Children-—-also 
Jodhpurs and Field 
Boots 








J. M. CONNELL 
SHOE CO. 


80. BRAINTREE 
MASS. Write for Catales 
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Julius Marks Shoe Buyer 
for Windmiller Store 





JULIUS MARKS 


CHICAGO.—Julius Marks, formerly shoe 
buyer and manager for Klein Bros. depart- 
ment store, Chicago, for the past ten years, 
has become buyer and manager of Wind- 
miller Department Store shoe department, 
succeeding Al Silverman. Mr. Marks is out 
to duplicate his previous record of accom- 
plishment in this new connection. 








LARGEST 
BOOT STOCK 


in America 
Domestic and Imported 
For Immediate Delivery 










Men, Women & Children’s 
Beots for Riding 
Field, Hunting, Aviation 
Also Jodhpurs & Jodgores 


Complete Catalog 
R-7 on Request 


- COLT 


CROMWELL CO. 
1239 Broadway 





New York City 











Open Two New Stores 


in Cleveland 


CLEVELAND, OHIO—Two Roy Logan 
Shoe Stores have just been opened in 
prominent locations here. One is lo- 
cated directly on the public square, 
226 Public Square, and is managed by 
Richard Rocklin, formerly with the 
same company in Detroit. The second 
store is located at 1974 East Ninth 
Street and is managed by Archie La- 
don, formerly with Roy Logan in Bal- 
timore. Both Cleveland shops are fur- 
nished in club style and the regular 
$2.50 shoes for men are offered. 





Purchases Store Interest 


ATLANTA, GA.—W. L. Lowe, formerly 
manager of the shoe department for 
the Atlanta retail store of Sears, Roe- 
buck and Company, has purchased an 
interest in the Hyde Shoe Store, at 
No. 1 Peachtree Street, and is now 
managing this store. 





New Company Organized 


JERSEY City, N. J.—Arthur Horowitz 
and Morris Snitzer have organized as 
S. & H. Outlet Stores, shoe retailers, 
and will open stores at 588 Bergenline 
Avenue, West New York, and 710 Ber- 
genline Avenue, Union City, both in 
New Jersey. 
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Football Movies Used 
in Publicity Project 


PoRTAGE, W1S.—Football is again in 
the air and it offers the enterprising 
merchant an opportunity to advertise 
himself. A group of Portage, Wis., 
merchants, including Andersen’s Shoe 
store, last year took advantage of this 
season to call the public’s attention io 
their services in a unique manner. 

The plan consisted in providing for 
the filming of two outstanding footb:ll 
games played in Portage by the local 
high school and the city’s professional 
eleven. Thousands attended these games 
and most of the spectators were just 
as anxious to see the movies of ‘he 
game, which were shown at the local 
theater. 

Also through the merchants’ coope: a- 
tion, both Portage teams were gue:ts 
of the theater at the showing and ‘the 
films were later presented to the Pi: :'t- 
age high school and the pro teams to 
be kept by them in memory of the 
occasion. 

Sponsorship of the movies by he 
merchants was advertised in the lal 
press as well as in the theater and the 
plan created considerable good-will for 
the participating firms, including n- 
dersen’s Shoe store, as well as si me 
excellent publicity. 





Regent Shoe Store Opens 


PITTSBURGH, Pa.—A new shoe sore 
has been opened at 5939 Penn Averue 
under the name of Regent Shoe Store. 
This store is modern in all details and 
the proprietors, P. Denmark and 
I. Lichstein, are enjoying a nice volume 
of business in the east-end district 





Blue Indigo 


CHIcAGO—Blue Indigo a few years 
ago was a red hot jazz tune. Today it 
is the name of a red hot color that 
looks destined to go a long way in the 
men’s shoe field. For next Summer it 
is expected to go over in a big way in 
the line of Bucko and Nu-Buck shoes 
with rubber soles of the same color. 

Blue Indigo rubber soles are also 
going to be used to a great exten‘ on 
the gray bucko shoes and this comb:na- 
tion of colors should be very smart in- 
deed. This is another link in the ciain 
of proofs that the men’s shoe busivess 
is becoming more high styled every ‘ay. 





Salt Lake Store Remodeled 


Satt LAKE City, UtaH—Felt:.an- 
Curme have recently completed reinod- 
eling, with no-glare window refle:‘ors 
and removal of valances in wind ws. 
Lights for interior lighting system siv- 
ing at least 50 per cent more light and 
no glare with only an extra 200 \ atts 
over what was formerly used. Mo: rn- 
istic seats of chromium and blue |: ath- 
er blend perfectly with a full-lexgth 
rug with blue in the color scheme. All 
visible stock runs up entire lengt : of 
walls. 
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Air 
Conditioned 
Restaurant 








In Philadelphia 


You will enjoy your stay at 
the Bellevue ... 
enjoy its world famous cuisine 
...its smartly modern com- 
forts and appointments . 

its traditional hospitality. 


Your engagements, theatres, 
shops, sports and transporta- 
tion are conveniently close by. 


RATES AS LOW AS $3.50 


BELLEVUE STRATFORD 


One of the World’s Great Hotels 
CLAUDE H. BENNETT, Gen. Mgr. 


YOU RE 
“AMERIC 





EXTRA FINE QUALITY 
PIG LEATHER INSOLE 








CELAST TOE BOX 
FOUND ONLY 








in 
FOOTWEAR 





you will 


ITS WITH 
RT SHOES” 





RIGHT AND LEFT 
PATTERNS TO ASSURE 
SNUG-FIT AT ANKLE 








SPECIAL CONSTRUCTED 
GENUINE PIG LEATHER 
COUNTER 








SCIENTIFIC SEWED 
HEEL SEAT 




















100% NAIL.LESS HEEL 
SEAT, NO NAILS TO 
PUNCTURE FOOT 


NEW SPRING 
AND ELASTICITY 
TO EVERY STEP 























Imitations. 


ROHN 
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The RIGHT FEATURE shoe which has undergone the acid test 
of several years manufacture will produce REPEAT PROFITS 
for you. Nu-Matics with their patented, scientific, “cushion” 
and “‘nail-less” features are virtually non-competitive. 
for our Catalog of Men’s and Women’s Shoes. Beware of 


Send 


NUG ware 


Cushioned Ay ho eA 


Exclusively Manufactured by Rohn Nu-Matic Shoe Mfg. Co., 512 W. Florida St., Milwaukee, Wis. 





Eagle-Ottawa Dedicates 
Another Recreation Hall 


WHITEHALL, MicH.—The Eagle-Ot- 
tawa Leather Co. on Friday evening, 
Sept. 20, made a pleasing event of the 
dedication of a new recreation hall 
which adjoins the tannery at Whitehall. 
This town of 1,200 population turned 
out en masse for the event, crowding 
the spacious gymnasium to its capacity. 

William Hatton, president of the 
company, gives full credit to his son, 
Julian Hatton, vice-president, for sell- 
ing the Board of Directors on the-value 
of this investment of $20,000 in the 
welfare of their neighbors and em- 
ployees. He pointed out that with some 
“57 varieties of Christianity, if we do 
not now have a Boys and Girls Scout 
organization in this community let me 
urge that this hall be made the center 
of one, for in my opinion nothing pro- 
motes good citizenship so much as this 
among the younger generation.” 

Mr. Hatton recalled that many of 
those in his audience had come to 
America as immigrants, even as he had 
done, and urged that they be good 
Americans, not merely hyphenated 
Americans. Looking back over his 70 
years of life Mr. Hatton emphasized 
his feeling that as one grows older 
real satisfaction comes from doing for 
others, and in this connection he feels 
that if management cannot make a 
profit for a business except at the ex- 


pense of its employees then it should 
be kicked out. 

Julian Hatton pointed out that there 
had been a tannery on the present site 
of their plant in Whitehall since the 
Civil War and that in Whitehall the 
knowledge of three generations of tan- 
ners who know the tanning art is a 
part of the present “plant equipment” 
and he called by name many of these 
families who were present at this in- 
teresting event. He added: “While 
capital and alert salesmen have each 
done their part, so also have the work- 
ers who made possible the finished prod- 
uct. We would not wish to prosper 
unless you share in it. I know that you 
will make of this recreation hall a place 
of good sportsmanship, and a place for 
promoting the moral and physical wel- 
fare of you all.” 

The master of ceremonies for the 
evening was Clarence E. Pitken, a local 
druggist and head of the Chamber of 
Commerce of Whitehall. He predicted 
that the company’s investment of $20,- 
000 would prove to be as valuable as 
$200,000 spent for machinery and 
equipment. 

Reed Stout, lieutenant governor of 
the state, reviewed the great strides 
made during the life of Mr. Hatton, 
Sr., in the improvement of the relation- 
ship between capital and labor. 

Leonard Schaden, who is well known 
in the shoe industry, is head of the 
calf leather division of the company 


and with his usual modesty remained 
in the background, although he has had 
most to do with this movement of the 
company to promote athletic activities 
among the tannery workers. They 
couldn’t get him up front for a speech 
but his genial smile was going full tilt. 


Worcester Store Moves 


WoRcESTER, Mass. — Wilbar’s, shoe 
retailers for 15 years in this city, have 
moved from 32 Front Street to 4 Front 
Street, where they have a more modern 
store with new fixtures and which gives 
them considerably larger floor space. 

For opening day a hand bag was 
given free of charge with each shoe 
purchase. The store features Lady 
Frances shoes at $3. 

M. Brown is manager of the store. 
Mr. Brown recently won the golf club 
championship at Mount Pleasant Coun- 
try Club. 


Apparel Shop Adds Shoes 


BrockTon, Mass.—Porter’s, Inc., 229 
Main Street, retailers of ladies’ ap- 
parel, announces the addition of a new 
shoe department as a means of celebrat- 
ing its third business anniversary. 
Samuel Foster is in charge of the new 
shoe department and Harding F. 
Porter is president and treasurer of 
the corporation. 
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BC 


4 cone 


Ordinary insole 


Last designed tor 
use WIth e/ther 
type of insole 





Saddle insole 





Look for this stamp 
on all shoes made 
on “Down to the 
Wood” lasts. 






The last shown above is made to accommodate both 






ordinary and saddle types of innersoles. 









Shoes made on “Down to the Wood” lasts are snug 





at the shank and give the wearer the very desirable 






advantage of a comfortable fit. Many leading retailers 






endorse this important contribution to good shoemaking. 






Manufacturers can procure these lasts or have their 





present lasts made over at any of our eight plants 






shown on the opposite page. 

















When writing advertisers please mention Boot and Shoe Recorder 
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The United Last Com- 
pany operates these 
modern factories in 
eight important terri- STEWART & POTTER CO. 


FITZ BROS. CO. 
ee ee tories. Its facilities for 


BROOKLYN, N. Y. 
style and service are 
constantly available 
to the shoe manufac- 


turing industry. 


UNITED LAST CO. a N\\Y ATF KRENTLER BROS. CO. 
BROCKTON, MASS. “ae ST. LOUIS, MO. 


UNITED LAST COMPANY 


140 FEDERAL STREET, BOSTON, MASS. 


EMPIRE LAST WORKS 


UNITED LAST CO., LTD. 
ROCHESTER, N. Y. 


MONTREAL, P. Q. 


1, i 
MMO TEN PUR 
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WANT AD 


A DEPARTMENT 
WHERE EMPLOYER 
AND EMPLOYEE, 
BUYER AND SELLER 


MEET . 





SALESMEN WANTED 


LINE WANTED 





WANTED TO PURCHASE 





S ALESMEN — Experienced selling volumes 
popular priced stitchdown shoes. Southern- 
Southwestern, Western and partial Midwestern 
territory open. State detailed qualifications. 
Address E-410, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y 





Specialty Salesmen Wanted 


For medium-grade women’s high style nov- 
elties in stock. Established trade. Strictly 
commission. Virginia, Delaware, Maryland, 
Alabama, Louisiana and Mississippi territory 
open, State experience and list of accounts 
sold. Can be sold along with non-conflicting 
lines. Apply Hannahson’s, Haverhill, Mass. 











SIDE LINE salesmen wanted to sell our popu- 
lar-priced women’s Novelty and Staple shoes 
on commission. Good territories open. Theo- 
dore Kempe Shoe Corp., 200 Church St., New 
York City. 


SALESMAN wanted for the state of New 
Jersey, acquainted shoe and Department 
store trade, for selling established line of comfort 
and house slippers, and shoe store supplies. 
Must have a car and live in New Jersey. Ad- 
dress E-426, care Boot & Shoe Recorder, 239 
West 39th Street, New York, ee 


SAL .ESMAN with good rated Shoe Accounts 
wanted for Pennsylvania to handle as side 
line on liberal commission basis our well known 
line of “HAPYTOZ” Pre-Welts. Staud Shoe 
Corporation, Rochester, N. Y. 











SALESMAN wanted—To carry a _ popular 
priced line of stitchdowns and prewelts from 
infants to gpowies girls, for the States of 
Mississippi, Georgia, Florida, Nebraska, Kansas, 
North and South Dakota, and Minnesota, on a 
strictly commission basis. State experience and 
references. Address E-425, care Boot & Shoe 
ae 239 West 39th Street, New York, 
a a 





ANUFACTURER with fifty years’ experi- 

ence wants shoe salesmen to introduce new 
type orthopedic arch support. Protected terri- 
tories. Write Hunter, 86 Ellicott St., Buffalo, 
eg 





LINE WANTED 


WANTED—Line of men’s and boys’ popular 
priced shoes for New England, by a young 
man with 15 years’ experience, pleasing person- 
ality and a great worker. Address E-420, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N, Y. 


VYOLUME SALESMAN AVAILABLE—The 

sponsor of this advertisement has an enviable 
record in selling the large and important ac- 
counts in his territory. He desires a strong 
line of popular priced shoes for the coming 
season. Has large following in Greater New 

York, New York State, New England States, 
Philadelphia, Baltimore, Washington, Richmond 
and Norfolk. Can develop a real business for 
a good reliable house. Best of references fur- 
nished. Address E-430, care Boot & Shoe 
Recorder, 239 West 39th Street, New York, 
(ie 








A™ now shipping $300,000 per year of Wo- 
men’s $3 Retailers to chains and large De- 
partment Stores in Middle West, want a short 
nonconflicting line on commission, ‘only interested 

low priced merchandise, XYZ. Address 
E-428, care Boot & Shoe Recorder, 239 West 
39th Street, New York, Ze 








POSITION WANTED 


XPERT shoe fitter and salesman desires 
connection in men’s department. Formerly 
with Volk Bros. Co., Dallas, Texas, in men’s 
department for 9 years. Graduate shoe fitter 
from E, T. Wright & Co. Arch-Preserver 
School. Al references as to business ability 
and honesty. John J. Skally, 803 Church St., 
Mobile, Ala. 
SHOE BUYER. MANAGER basement shoes, 
men’s, women’s, children’s. Good promoter, 
Money maker, available October 1st. Will go 
anywhere—Chicago or St. Louis interview. Ad- 
dress E-429, care Boot & Shoe Recorder, 209 
So. State Street, Chicago, TI. 
COMPO Shoe Lasting & Making Room fore- 
man, many years’ experience in Ladies’ 
Shoe factory (Brooklyn), aggressive, seeking 
connection with reliable house. Go anywhere, 
single. Best references. Address E-431, care 
Boot & Shoe Recorder, 239 West 39th Street, 
New York, N. Y. 


BUSINESS OPPORTUNITY 


























ANTED. Line of men’s, women’s or chil- 

dren’s health shoes to sell and promote in 
Tennessee and vicinity. Best of references. 
Address E-427, care Boot & Shoe Recorder, 
239 West 39th Street, New York, N. Y. 


MEN'S McKay and Welts, dress and S 
Oxfords. to retail $1.98 and $2.98. ave 
accounts in South Carolina, Georgia and Florida, 
that can handle 150,000 annually. Address 
E-432, care Boot & Shoe Recorder, 239 West 
39th Street, New York, N. Y. 








YOU CAN HAVE A BUSINESS PRO- 
FESSION OF YOUR OWN and earn big 
income in service fees. A new system of 
foot correction; readily learned by any 
one at home in a few weeks. Easy terms 
for training; openings everywhere with 
all the trade you = ge to. No capi- 
tal — or goods to buy; no agency 
or soliciting. Betablished 1894. Address 
Stephenson Laboratory, 21 Back Bay, 
Boston, Mass. 














Buyers of Surplus Stocks 
We a buy surplus or entire stecks of shoes 
from manufacturers, jobbers or retailers. 
QUANTITY NO. OBJECT 
KIRSCH-BLACHER CO.., Inc. 


106 Duane St. New York 
Phone Werth 2-5377 and 5378 








WE BUY 
lus Wholesale and Retail 
randed Shoes such as 
Florsheim, Enna-Jettick, Vital- 
rver, Queen Quality, Bos 
tonians, Etc 
IRVIN RUBIN 
“The House of Jobs’’ 
89 Reade St. Cor. Church 
Phone Barclay 7-7887 New York City 








CASH FOR BRANDED SHOES 
RETAIL OR FACTORY STOCKS 
References: I. Miller, Nunn-Bush, Geller, Boek 
Saks—5th Avenue, Melville, Bostenian, etc. 

BARIS SHOE COMPANY, Inc. 
79 READE STREET, NEW YORK 
Telephone: WORTH 2-5180, 518i 

















MERCHANTS’ NEEDS 


DISPLAY © 
FIXTURES 


Again SEGALL & SONS Take 

the Lead by Presenting Display 

Equipment in the Newest of 

Modern Designs at Prices You 

Will Find Most Agreeable 
A special folder, has 
been prepared. Please ask 
us to mail you a copy 


SEGALL & SONS 


923 Arch $t., Philadelphi« 








mum charge 75 


address should be counted. 





CLASSIFIED ADVERTISING RATES 


The rate for “Position and Lines Wanted” advertisements is 4 cents per word for all undisplayed advertisements. Mini- 
cents. For all other classified advertisements the rate is 7 
When a box number is desired twelve words should be added for the address. In all other cases each word of the 


The rate for all display classified advertisements is $5.00 an inch with a maximum of 45 words. 
Classified advertising is payable in advance. 


es Advertisements for this page must be in our New York office on Friday of the week preceding publication. “Ge 


cents per word. 


Minimum charge, $1.25. 
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Store Efficiency 
records are made available 
to independent retailers in the 


Recorder’s Stock Record System 
(either in cards or book form) 


Samples on Request 


MERCHANT’S SERVICE DEPT. 
209 So. State St., Chicago, Ill. 


- Oo S.h| 
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SHOE MEN LIKE 
THIS NEW YORK HOTEL 


7 fi $2.50 single, $4 double. 
Wa. H. Peterken, Gen. Mer. 


HOTEL VICTORIA 


7th Avenue—5Ist Street, NEW YORK 


When making reservations, mention Boot & Shoe Recorder 


Convenient to all shoe industries. 
Within 1 block to Radio City, 
Roxy, Capital, and many other 
theatres. 1000 cheerful rooms, 
each with bath, radio, servidor 
and iced water. Daily rates from 




















ai UTS 


in Saint Louis 
NINTH & WASHINGTON 


@ This beautiful 
new hotel is located in 
the business, theatre and 
shopping center of the 


city. Garage service. 


® Two 


FAMOUS RESTAURANTS 
Coffee Grill. ..The Rathskeller 


Visitors who know 
St. Louis stop at the 


Wasi heen 


A. Silverman Opens Store 


WatTeERForD, Wis. — The Waterford 
Bootery has been opened here by A. 
Silverman of Waterford Woods. Mr. 
Silverman has had 25 years experience 
in the retail shoe business and will 
feature a line of handbags and hosiery 
as well, 


NOx 


VICTOR, MANAGER 








Shoe Shop Chartered 


BALTIMORE, Mp.—Bickle’s Shoe Shop, 
Ine, Hagerstown, Md., has been or- 


MERCHANTS’ NEEDS 








A PHENOMENAL SUCCESS 





00's 1$ (AINO) NOU! GNVH 
oose$ 
NOW! GNVWH HLIM 3NIHOVW 


0S°87$ NYOA MIN “8 “O 44 





"THE DUNDE SHOE “RESHAPING 
MACHINE 
A Sensational Shoe Reshaping Machine. 
Practical for a of shoes. Eco- 
nomical operation. Eliminates slipping at 
heels, gapping at sides. Practical for 
every fitting need. Dealers everywhere 
are satisfied users. Send for catalog. 


DUND SHOE _ RESHAPING oevices. INC. 
13 EAST 37th ST. NEW YORK, N. Y 




















ganized and chartered to deal in the 
retailing of footwear, hosiery and kin- 
dred lines. Capitalization is placed at 
$6,000, consisting of 60 shares of stock, 
each having a par value of $100. The 
incorporators of the concern are John 
B. Smith, G. Ray Bollinger and Wil- 
liam H. Bovey, all of Hagerstown. 


New Shoe Firm 


NEENAH, Wis. — The Vogel-Patton 
Shoe Co. has been organized here by 
Theodore Vogel, president of the for- 
mer Rich-Vogel Shoe Co., Milwaukee 
and Hartford, and Ludington Patton, 
Jr., Milwaukee. The firm will start 
operations about Dec. 1 and employ 
approximately 125 people. 


Discontinues Shoe Department 


DANBURY, CONN.— Stanley’s, Inc., 
women’s dress shop at 255 Main Street, 
has announced it will discontinue the 
women’s shoe department which was 
opened last Fall. Lack of store space 
for display and sale of other mer- 
chandise was cited as the reason for 
the step. 








‘MERCHANTS’ NEEDS 





The Original 
SHOE SHRINKER 


The Shoe Doctor 
Pat. No. 1990142 
with 
Prepared Fluid 
$15.00 


Guaranteed One Year 


Shrinks Leather or 
Fabric Shoes Per- 
fectly. Makes Sales. 
Stops Refunds. Makes a Perfect Fit to 
Shoes That Slip at the Heels or Gap 


at Sides. Simple and Easy to Operate. 


Write for More Information 


E. C. SMELTZER CO. 
121 E. 51st St., Indianapolis, Ind. 


Get your copy of ‘Dancin 
Dellars.”” An interesting 
eee oni a. tells 


ai 

desi reablo y a profitable 
. Write SELVA & 4° 8, Ine., Dept. 
1607 Breadway, 


FREE 


a 
trade. 
“gp,” 








Add Shoe Department 


KENosHA, Wis. — Korf’s, women’s 
style shop here, has opened a new shoe 
department under the direction of S. G. 
McKoy, formerly of Chicago. The new 
department is featuring the Jacqueline 
line of women’s shoes and the Connie 
shoes for youthful styles exclusively. 
Assisting Mr. McKoy in the department 
are Rowell Marquissee and Robert 
Jensen. 









Gg 
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Fullerton Store Discontinued 


PASADENA, CALIF.—Mr. and Mrs. J. 
C. Gilbert announce the closing of Gil- 
bert’s Bootery at Fullerton, Calif., 
which they established some years ago 
and have operated continuously ever 
since. Mr. Gilbert, who has been in 
personal charge of that store while 
Mrs. Gilbert has been in charge of Gil- 
bert’s Foot Comfort Shop at Pasadena, 
has moved to Pasadena and is cooperat- 
ing with his wife in the management of 
the latter shop. Business in Pasadena 
has so increased, Mr. Gilbert states, 
that it was felt wise to concentrate the 
whole family effort on the one store. 





















Boyd's Opens 

CoLuMBuUS, GA.—Boyd’s Shoe Store, 
at 1106 Broad Street, was recently 
opened to the public. The store space 
which is being occupied has been com- 
pletely remodelled for the use of the 
shoe company and a new glass front 
with ample display windows has been 
installed, together with new and at- 
tractive furnishings and _ fixtures 
throughout. Jack Arlen, formerly lo- 
cated with the company in Florida, has 
come to Columbus to be manager for 
the new store, which is said to be one 
of the finest stores of its kind in South 
Georgia. 


New Store Opened 


JACKSON, Miss.—Formal opening of 
the new home of Moore’s Shoe Store 
at 222 East Capitol Street was held 
recently. The building was remodeled 
in a modernistic design retaining sim- 
plicity. The windows were finished 
I with Celatex with a border of black 
; polished glass. W. H. Moore is owner 
of the store. 


































Adds Two New Lines 


ATLANTA, GA.—The men’s shoe de- 

partment of the George Muse Clothing 

Company, now under the management 

of Marshall Walker, has recently added 

two new lines of shoes to the Johnson 

I and Murphy and Arch Preserver shoes, 
which the department has carried for 
years. The two new lines, for which 
the company has applied for a patent 
on the names, are Muse “Handicraft” 
shoes, retailing at $8.50, and Muse 
“Town Talk” shoes, designed to sell at 
the more popular price of $5 and $6.50. 
The department has been rearranged 
to give more space for the display of 
shoes and greater convenience to cus- 
tomers, and a good pick-up in Fall 
i business is reported as a result. 
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Shoes of Character 


..THAT TALK iP «2° 


sia OOOSAIO EL 
A MAN’S LANGUAGE Pa RT 
. ae <n Q 


| 3 ga know the dominating appeal of quality to men. 
In Vitality Men’s Shoes for fall, quality materials and 
true craftsmanship are combined to provide an abundance 
of this appeal. They are honest shoes, shoes of character 
that talk a man’s language. 

Men like the sound, all-leather construction of Vitality 
Shoes, their fine fit, durability, and good looks, for there 
is style aplenty for even the most fastidious. 








To dealers, Vitality Men’s Shoes offer a merchandising op- 
portunity assuring volume and value, profits and satisfied 
customers. The fall line includes a wide range of sizes and 
patterns for both men and boys. Prices are reasonable, 
providing for an adequate mark-up. And Vitality’s In-Stock 
Service assures faster turn-over, sustained volume, lower 
inventory investment, and increased profits. 


Are you getting your full measure of men’s and boy’s busi- 
ness this fall? Check your stock today. Our In-Stock Serv- 
ice is prompt and complete. 


VITALITY SHOE COMPANY « ST. LOUIS, MISSOURI 


Branch of International Shoe Company 


PRICED TO RETAIL PROFITABLY AT 
MEN’S BOYS’ WOMEN’S CHILDREN’S 
AAA to G AtoE AAAAA to EEE Complete widths 


Sizes 5 to 14 Sizes 1 to 6 Sizes Qto 11 Pn 


$5 and $6 $4 $6 and $6.75 $2 to $5 
VITALITY GROWING GIRLS’ AND THRIFT GRADE SHOES FOR WOMEN $5 





AS SEEN IN 


Lightweight crepe- 
finished rubber, 


fleete-lined for 
warmth preser- 
eas ‘pf the shoe- 


\ 


Tuk VENG Squur tO VEEN 


Just about thes 
thing in protecti 
thing oie desi 
men. The Rayns il”, 
lustrated is\made ple a 

Talon 2ipper. It 
looking overshoe, with a. 

_ distinctive custom last 
— yet a\brute\for wear. 
Styled and made by the 
Cambridge Rubber Co., 

. manufactarers, and ‘dis- 
tributors of a complete € 
line of rubber footwear @ 
for men and women. &N 


CAMBRIDGE RUBBER CO. . 
CAMBRIDGE, MASS. a preview 


CAMBRIDGE RUBBER 


advertisement appearing in 


“ESQUIRE” for Novem 


Raynshods are a real product for fast turn over. 
protective footwear that creates repeat sales throy 
every customer sold. Take advantage of this Natit 
advertising and dealer promotional service by order 
your supply of Raynshods today. 


CAMBRIDGE RUBBER C| 


Originators of Style Footwear 
CAMBRIDGE, MASS, 
125 Duane St. 600 Atiantic Ave., Boston 
New York Broadway & Prince Sts., St. Paul 


Manufacturers and distributors of a complete line of light weight aM 


This is one of a series of advertisements emphasizing the better sales and bi, t ; i 
f r" 9g gger profits realized with duty weight rubbers and gaiters—work rubbers, pacs and beets 


Cambridge rubber footwear. (Originators of Fur-Trimmed rubber footwear in U. §. A.—Raynties.) 
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Get Spaulding Coun- 
ters for that extra 
strength in the heel 
seat that keeps the 
quarter standing up 
—like this. 


Don’t lose a customer 
because of an inferior 
counter that breaks 
down in service and 
lets the quarter sag 
—like this. 


| spAutoine 


Counters 


“Wade in North Rochester, N. H. 


NO OTHER PART OF THE SHOE MEANS SO MUCH... AND COSTS SO LITTLE 


are worth their weight in gold 
No shoe is sold right, until it is on a satisfied foot. A Spaulding 
Counter is a little thing in size—but mighty in good will! It 
is invisible to the eye. But look at the satisfied customer! He’s 
visible! Yes! Happy Heels are worth their weight in gold— 
literally. For the whole appearance, comfort and wear- 
resistance of a shoe depend on the counter to an astonishing 
degree. When you are sure that Spaulding Counters-—and 
no others—are in your shoes, you know you are selling the 
finest counters man has yet made. Happy Heels pay as they 


go—and pay well. 





When writing advertisers please mention Boot and Shoe Recorder 
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BOOTS II 


IN-STOCK 





ae a a ae 







2950M—Black all rubber, 15 inch, 
genuine leather insole, red sole, re- 
infurced toe. Sizes 6/12........ $2.99 
















2893M—Brown Elk, 16 inch, leather 
uppers, genuine leather insole, black 
sole and heel. Sizes 6/11......+- $3.28 


2891M—Same in 14 inch, Sizes sétt 
2890M—Same in 12 inch. Sizes 6/11. 
$2.75 


2900M—Brown retan, 12 inch, leather 
uppers, genuine leather jinsole, crepe 
sole and heel. Sizes 6/11....... $2.89 


2899M—Same in Black retan up a 
black sole and heel. Size 6/11 


2889M—B 
pers, gen 
and heel, 


2888 M-—s; 


1140—Fsk 


EN DICOT T -) OHN SON) 2% 
ENDICOTT, NN Xeu8 ork ef 
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FOR HUNTING 
AND EVERY PURPOSE 


The season for gun and dog and 
hunting shoes is just ahead, with its 
extra profits for shoe merchants. 
Sportsmen have definite ideas about 
hunting shoes....they want them 
comfortable, sturdy and long wear- feather insole, crepe sole and heck Ries 
ing, like the ones illustrated. 2949M—Same in 12 inch..........2. $2.38 


Endicott-Johnson Hunting Shoes 
are special purpose shoes, specially 
made. IN-STOCK for quick moving, 
they enable retailers to cater to the 
hunting clan with fine outdoor foot- 
wear very attractively priced. Do 
your share of this autumn business 
and let us help you. 


~O 200 0 0} 


1136 — Oil _ tanned 

eskimo calf 16 inch 

Goodyear Welt. 

jeutes fom vamp, bs — oak soles, 

. leather heel, arch seal, all leather. Sizes 
Write for an E-} salesman to show you 6/12 eines 


the complete line. 1137—Same in 18 inch. Sizes 7/12..$4.90 


2889M—Brown elk, 12 inch, leather up- 
pers, genuine leather insole, crepe sole 
and heel. Sizes 6/11 .......ccce0. $2.89 


2888M-——Same in 10 inch. Sizes 6/11. $2.52 


1140—Eskimo calf, 14 inch. Good- 
year Welt, full double treated oak 
sole, leather heel, all leather. 
Sizes 6/12 $4.25 
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PONTAN 


UNIFORM IN TEXTURE 
COLOR AND QUALITY 


No detail is overlooked in testing . 4 ee meres % hates condi- 
, : tions found in its use as a shoe lining. 

PONTAN QUARTER LINING before it 

leaves the Du Pont plant to become a 


part of a shoe. 


Continual laboratory tests with the best 
instruments known to science are the 


guardians of quality and uniformity. 


This instrument is 
used fo test Pontan 
for its tensile 
strength. 


The microscopic examination of all raw 
materials entering into the manufacture 
of Pontan is made to catch those flaws 
that would pass the naked eye. Finished 
material receives the same fest. 








A miniature mill of laboratory type is 
used to check repeatedly the various 
steps in manufacturing process. 


UNITED SHOE MACHINERY CORPORATION 


BOSTON, MASSACHUSETTS 


When writing advertisers please mention Boot and Shoe Recorder 
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NIAGARA FALLS. 
5300 FEET WIDE 


Page 7 


THE 2 BIGGEST WATERFALLS 
IN THE WORLD ARE 
ALMOST THE SAME SIZE... 








VICTORIA FALLS— 
5700 FEET WIDE 








A 
NEAREST COMPETITOR CIRCULATION OVER 5,500,000 CIRCULATION 











—but see how the 2 biggest 
magazines compare! 


O OTHER magazine in America offers retailers as 
N much real selling cooperation as does the powerful, 
big-circulation of The American Weekly. Think of it. 
More than 514 million families, comprising 22 million 
people, read its interest-filled pages every week—twice 
as many as read any other magazine. 

Here is a publication that moves merchandise — be- 
cause its readers, it has been proved, are the most 
responsive buyers in the world . . . people who read 
advertising—and ACT! 

Products advertised in The American Weekly have 
the strongest support that a manufacturer can give 
them. You always can afford to stock and feature such 


Greatest 
Circulation 
in the World 


products—it means more sales and profits for YOU! 


What The American Weekly is 


The American Weekly, largest magazine in the world, is 
distributed through 17 great Hearst Sunday Newspapers. 
In each of 158 cities, it reaches one out of every two 
families 
In 146 more cities, 40 to 50% of the families 
In an additional 139 cities, 30 to 40% 
In another 171 cities, 20 to 30% 
. » » and, in addition, more than 1,982,000 families in 
thousands of other communities, large and small, regu- 


larly buy and read The American Weekly. 


THEAMERICAN 
THAW eekLy 


**The National Magazine with Local Influence’’ 
Main Office: 959 Eighth Avenue, New York City 





When writing advertisers please mention Boot and Shoe Recorder 
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a Racncase IN Sas’ 


... McCREERY’S of PITTSBURGH 





Mr. Warren C. THOMPSON 







{ section of McCreery’s 
beautiful new shoe 
department 







Mr. Warren C. Thompson, Buyer of Footwear for McCreery’s. 





has been a leading shoe merchandiser for many years. That’s why an\ 






statement of his is significant. Says Mr. Thompson: “We are happy to 





advise you of the substantial increase in sales . . . principally due to 






your exceptionally fine assortment of conservative and novelty styles 






which have pleased our customers very much.” If there is no dealer in 






your city handling Florsheim Shoes for Women, we would be happy to 






have our representative call upon you—to our mutual advantage. 






Simply drop us a line at your convenience. No obligation, of course. 


In Stock: 


THE Tonetta, W-1229 in 
black kid; W-1230 in § 15 


mie Ss $10... 
THE FLORSHEIM SHOE 


for Women 









TO RETAIL AT 
MOST STYLES 






THE FLORSHEIM SHOE COMPANY e Manufacturers e CHICAG)® 








When writing advertisers please mention Boot and Shoe Recorder 








